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Rindlaub Takes Food Chain Execs 
to Task for Losing ‘Personal Touch’ 


WasuHincton, Sept. 27—Jean 
Wade Rindlaub, v.p. of Batten, 
Barton, Durstine & Osborn, and 
1951 “Advertising Woman of the 
Year,” tossed the book at food 
chain executives assembled here 
this week for the annual conven- 
tion of the National Assn. of Food 
Chains. 

They enjoyed it. 

Ticking off a list of suggestions 
for store improvement, she told 
food men: “In your anxiety to give 
us the most and best food for the 
least money, little matters which 
are of tremendous importance in 
the eyes of tens of millions of 


women are overlooked. 

“The thing women miss most 
in those stores of yours are the 
little personal, human, friendly 
things—the man who smiles and 
says ‘good morning,’ the man who 
picks up a steak and says, ‘I’ve 
been saving this especially for 
you’.” 

Repeatedly, she argued, “Women 
customers want to love and to be 
loved.” Mrs. Rindlaub exclaimed: 
“Not enough loving going around 
those revolving turnstiles of 
yours.” 

During other business meetings, 

(Continued on Page 8) 


Importance of Cost Analysis 


Stressed at 48th SNPA Convention 


Hor Sprincs, Ark., Sept. 26— 
The Southern Newspaper Pub- 
lishers Association concluded its 
48th annual convention here today 
with the sobering realization that 
in spite of a record-breaking vol- 
ume of business, its members are 
going to have to apply modern 
cost accounting and management 


methods if they are to retain a 


sound financial position. 


Beginning with the annual ad-— 


dress of President K. A. Engel, 
publisher of the Arkansas Demo- 
crat, Little Rock, SNPA members 
heard repeated warnings that fi- 
nancial stability is dependent not 
only on volume of business, but 
on control of costs through better 
management. Mr. Engel asserted 
that high operating costs can de- 
stroy a newspaper just as quickly 
as a national dictator. 


Group meetings discussing cur-' 


rent operating problems heard re- 
peated emphasis on the need for 
good accounting methods which 
will reveal actual costs of pro- 
ducing advertising space. In one 
of these sessions the statement was 
made that many newspapers are 
seiling space to department stores 
and other local advertisers for less 
than the cost of production. 


s Not only do these retail accounts 
buy space at unusually favorable 
rates, but they frequently run up 
production costs astronomically 
by repeated and costly revisions. 
The recent Fortune analysis of 
newspaper fiscal problems (AA, 
Sept. 10) was referred to several 
times in these discussions. 

If a committee appointed to 
study this problem confirms these 
impressions, it seems likely that 

(Continued on Page 78) 


It’s not right, Senator! 


the Congress of the United States co 
roursnds of howsee ives all over the 

penetits at a Wastung Machine by ompomng, 

tax that sould add $25 to SIS so the vetad price 


Don’t Tax Washing Machines! 


‘T‘AINT FAIR—The American Home Laun- 

dry Manufacturers’ Assn. placed this page, 

opposing excise tax on washing machines, 
in the Washington Post Sept. 24. 


Catalog, Parcel 
Rates Up; Other Rate 
| 

Hikes Still Stymied 

Wasuincton, Sept. 28—Sharply 
increased mailing rates for cata- 
logs and parcels are scheduled to 
go into effect Monday, but other 
postal rate increases are still be- 
ing discussed in a Senate-House 
conference. 

With agreement on postal rate 
increases delayed beyond Sept. 30, 
the effective date of the increase 
on magazines and newspapers con- 
tained in rate bills passed by both 
houses is postponed until at least 
April 1, and other rate increases 
until Jan. 1. 

Had the rate bill reached the 
White House before Oct. 1, the 
second class increase would have 
been effective Jan. 1, and other 
increases Dec. 1. 


@ The increase in catalog and par- 
cel post rates is based on an order 
(Continued on Page 73) 


Sales Outdistance Ad 
Budgets, ANA Learns 


But Advertising Accounts 
for More of Sales Cost, 
McElroy Tells Members 


New York, Sept. 25—Although 
| . - ‘i poy eae > yoga have gone 
| | up from to the present, the 
| Sides with Him | percentage of sales to advertising 
|during this period has declined, 
| New York, Sept. 27—Duane| sales having risen at a faster rate 
Jones took the back pages of the | than advertising. 
New York Herald Tribune and Figures substantiating this were 
Times this morning to announce 
that his agency will carry on—and 


Jones Continues 
Agency; Grant 


{to pitch for clients with package 
products. 


For other news and pictures of 
| the ANA meeting see Pages 2, 38, 


| Mr. Jones had hinted he would | 42, 64, 73 and 76. 
continue in the agency business in| 


|a talk Tuesday night before _ 
| Assn. of Advertising Men here. | 

In that talk he also declared) 
| that Will C. Grant, head of Grant| 
Advertising, and leaders of eight | 
other Chicago agencies have’! 
espoused his cause in the “con-| 
spiracy” fracas to the extent that 
they were willing to pledge they) 
would never offer jobs to any of | 
the principals of Scheideler, Beck 
& Werner or to any others who al-| 
legedly “pirated” Duane Jones Co. 
accounts. 


e Mr. Jones told ADVERTISING AGE 
that none of the people who had | 
“proved disloyal” would get any| 
money from his company’s pension 
'plan fund. He said that “loyal” 
people would be treated “munifi- 
cently” but affirmed that the dis- 
sidents will have to institute and 
win a law suit in order to collect. 
The money involved here might 
run from $2,000 on up for each of 
the former executives. 

Nine of his former executives, 

(Continued on Page 4) 


presented to the Assn. of National 
Advertisers at its annual meeting 
yesterday by M. L. McElroy, v. p. 
of the organization. 

Basing his conclusions on replies 
to a special confidential survey of 
130 ANA members, Mr. McElroy 
also brought out the following 
points. 

1. The proportion of total selling 
expense represented by advertis- 
ing has increased since 1939, in- 
dicating that advertising is now 
relied upon to play a relatively 
more important role in the total 
marketing job. 


e 2. During the past year there 
has been a marked increase in the 
proportion of production devoted 
to government contracts by re- 
porting members, while the de- 
gree of their product shortages has 
increased only slightly. Copy 
themes have changed little, with 
only a minor switching away from 
straight selling. 
(Continued on Page 74) 


Highlights of the Week’s News 


Reports from ANA members show a decline in 
advertising in relation to sales since '39, al- 
though the importance of advertising in the 
whole selling effort has increased. M. L. Mc- 
Elroy analyzes the data Pages 1 and 74 


Jean Rindlaub demonstrates the power of a wom- 
an again. When she bawled out food chain men 
for being lousy lovers (of their customers, that 
is), they loved it 


Duane Jones continues to make news. Now he 
plans to sue a former client, and names agency 
man Will Grant as one who supports his anti- 
piracy stand P 


The details are missing, but it appears certain 
that NBC will revise its structure of station 
affiliations, rates, etc. 


“Bananas make me nauseous, I don’t like them 
in my pie-ie...” That parody, believe it or not, 
was presented—along with the whole absorbing 
life story of Chiquita Banana—by United Fruit’s 
ad chief Russell Partridge at the ANA annual 


FTC wins important case: Court grants injunction 
against Rhodes Pharmacal (even before FTC 
reaches own decision) which prevents the com- 
pany from implying in ads that Imdrin is a 
cure or remedy for arthritis Page 6 


Missourian expresses doubt, at Newspaper Con- 
trollers’ meeting, that replacements are being 


trained for the 1,500 printers who die each 


Walter Weir Inc. has closed its doors. Mr. Weir 
has joined Donahue & Coe, taking most of his 
accounts to that agency 


Reaction of advertisers is “mostly favorable,” 
the Milwaukee Journal says, to its new code of 
clear truth applying to appliance, TV and radio 
advertising 

“Scare ads” just don’t seem to work: People 
aren't spending as much as the (somewhat 
miffed) experts expected 

A Buffalo agency has come up with a reasonable 
“advance special issue schedule” to keep track 
of all the publishers’ insertion dates on such 
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What They’re Saying 12 


Last Minute News Flashes 


‘New York Times’ Hikes Rates 


New York, Sept. 28—A general rate increase of 10¢ a line on both 
weekday and Sunday issues of the New York Times becomes effective 
Oct. 1. Advertisers and agencies received their notices of the increase 
today. New general line rates weekdays range from $1.45 to $1.75, and 
on Sunday from $1.93 to $2.15. The same general increase applies also 
to the Sunday Times Magazine on both monotone and color. Existing 
contracts will be protected until expiration date. The last rate hike 
made by the Times was Oct. 1, ’50. 


Sexton’s Professor Foster's Discovery Bows 


Cuicaco, Sept. 28—John Sexton & Co. is using half-page color ads 
in the Oct. 1 Life and Oct. 6 Saturday Evening Post to introduce a new 
detergent concentrate called Professor Foster’s Discovery. No other ads 
are scheduled for 1951. As the copy says, the professor is a Sexton 
chemical division employe who discovered the detergent, and it is 
named after him because “we were tired of cute, trick names for de- 
tergents.” Roy S. Durstine Inc., New York, is the agency. 


Court Refuses to Halt Parcel Post Rate Hike 


WaAsHINGTON, Sept. 28—The federal district court here today refused 
to issue an injunction sought by mail order houses and others to stop 
the new postal rate increases on catalogs and parcel post from going 
into effect Oct. 1. 


‘Better Living’ to Add Canadian Edition 


New York, Sept. 28—Better Living, homemaking magazine distrib- 
uted in food stores, will announce Monday a separate Canadian edi- 
tion with a 300,000 guarantee in the Dominion. The Canadian edition 
will bow in March, with ad rates based on $1,500 for a b&w page and 
$2,100 for four colors. 

(Additional News Flashes on Page 77) 
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Schachte Tells ANA of Need to Study 
‘Dark Regions’ of Magazine Coverage 


Few Consider Magazine 
Data Wholly Reliable; 
Schwerin Discusses TV 


New York, Sept. 25—Emphasis 
on research highlighted many of 
the Assn. of National Advertisers 
meetings here this week. 

Work of the ANA'’s magazine 
committee during the past year, 


ANA Meeting 


including a study conducted among 
members asking their opinions of 
available magazine information, 
“reaffirms the long-felt need for 
more and better magazine re- 
search,” according to Henry 
Schachte, national advertising 
manager, Borden Co., and chair- 


man of the committee. 

Mr. Schachte’s talk was part of 
a presentation made by the com- 
mittee. 

“More advertisers use magazines 
as a national medium, according 
to 1950 figures,” Mr. Schachte 
said, “than any other medium. 
Adding a single magazine for even 
one short insertion today can mean 
nearly a $20,000 decision. 

“Of all the areas where we 
might start a broad research into 
the dark, unknown regions of 
magazine coverage,” he said, “bet- 
ter information on just who is 
reached, and how valuable they 
are as prospective buyers of our 
products, are among the greatest 
needs. 


@ “In general,” Mr. Schachte said, 
“the magazine committee finds 


that today’s needs are fourfold: 

“1. To find out the total num- 

r of people each magazine 
reaches. 

“2. To determine how many peo- 
ple, unduplicated, a combination 
of two or more magazines reach. 

“3. To find out the amount of 
duplication there is in a list of 
two or more publications, since ad- 
vertisers might want to buy dupli- 
cation deliberately for concen- 
trated coverage. 

“4. To determine the basic char- 
acteristics of the audience of each 
magazine and of combinations of 
two or more magazines, gathered 
in such statistical terms as are 
most useful in matching compar- 
able information about the char- 
acteristics of the desired audience. 


es “In the magazine race for giant 
circulations,” Mr. Schachte contin- 
ued, “we may have forgotten that 
one of the strongest attributes of 
magazines has always been and 
still is their selective coverage.” 
He pointed out that magazines 
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by 
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and Iithographed by 


CONTINENTAL 


One of the many powerful selling messages used each month 
throughout the country wherever Schaefer beer is sold. 


Coniin 


tinenta 


l 


LITHOGRAPH CORPORATION 
CLEVELAND, OHIO 


NEW YORK @ CHICAGO e@ DETROIT @ SEATTLE @ PITTSBURGH @ SAN FRANCISCO e@ LOS ANGELES 


cover audiences of measurable 
characteristics, “so we can bulk 
our messages in proportion to our 
sales opportunity.” 

George Beyer, advertising man- 
ager, Cannon Mills, who reported 
the findings of the survey, said 
that on “the vital question of the 
reliability of present information 
supplemented by the magazines 
themselves, only 1% classify pres- 
ent information as ‘very reliable.’ ” 

Sixty-seven per cent of the 153 
respondent companies, he said, re- 
gard it as fairly reliable; 28% feel 
it is only sometimes reliable, and 
4% think it is generally unreliable. 

“The most significant finding,” 
Mr. Beyer said, “comes out in the 
question: ‘In order to buy maga- 
zine advertising as effectively as 
you did five years ago do you think 
you need more, less, or about the 
same readership information?’ The 
answer reflects an industry-wide 
demand for more and better facts 
on which to base ever bigger ex- 
penditures for 80% of the com- 
panies replying.” 


s Horace S. Schwerin, president, 
Schwerin Research Corp., speak- 
ing on how to increase the effi- 
ciency of television commercials, 
gave a detailed explanation of his 
company’s research methods in au- 


| dience reactions to television and 


radio programs and of the effec- 
tiveness of the commercials con- 


| tained in those shows. 


He suggested the following 
checklist as a helpful guide: 

“1. Define your objectives. What 
brand name(s) should be remem- 
bered? What major ideas should 
viewer associate with each name? 
What ideas should be believed? 
What dominant over-all impression 
should be left? 
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“2. Overcome limitations of me- 
dium. Which major ideas are non- 
visual and require use of other de- 
vices? 

“3. Consider your vehicle. Is the 
proposed presentation harmonious 
with (a) the show’s mood; (b) 
cast members; (c) program ele- 
ments? 

“The blind faith in television’s 
magical virtues,” he said, “often 
produces a general impression that 
you can place any commercial on 
any TV show and then have no 
further problem other than keep- 
ing your dealers supplied with 
enough boxes or cans of your 
product. 


s “Take the case of a food prod- 
uct advertiser who put the same 
commercials on two different 
shows. The formal commercial did 
better on the dramatic program 
than on the talent show. The latter, 
however, proved much the better 
vehicle for this advertiser’s infor- 
mal commercial. 

“The most important aids to re- 
membrance of the sales message,” 
Mr. Schwerin said, “are simplicity 
of story line and format; continuity 
of video and audio devices; corre- 
lation of audio and video, and re- 
iteration of basic ideas in varied 
ways. 

“Don’t distract from the mes- 
sage,” he cautioned. “Avoid non- 
pertinent lead-ins and trick de- 
vices, and identify voices.” 

Summarizing the legitimate role 
of research in this field, Mr. 
Schwerin said that “it should test 
the commercials you produce; it 
should organize and report the re- 
sulting data properly for your con- 
sideration, and it should add its 
general experience, derived from 
other testing, to your knowledge.” 
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“This is the size we make for the 
Growing Greensboro Market!” 


CONSUMERS HAVE BIG IDEAS in the Growing Greensboro 


Market—where 670,000 people (1 6 of 


North Carolina's 


population) account for $422-million in retail sales—nearly 
1/5 of the total in the South’s leading state! . . . Major selling 
tool in this fertile buying area of 12 key North Carolina coun- 
ties is the 100,000 daily circulation of the GREENSBORO 


NEWS and RECORD... 
Only 


dium with d 


t coverage in the Greensboro 12-County 


ABC Market and selling influence in over half of North Carolina! 


Figures from: U. S. Census--1950, and 
Census of Business--1948 


greensboro 


GREENSBORO, NORTH CAROLINA 


Represented Nationally by Jann & Kelley, Inc. 
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PREP CHANCE 


YOUNG IZAAK MAY IGNORE A SIGN... 


Let’s say for the moment that you are sold on 
network radio. Let’s say that you agree that the 
human voice and personality sell better than 
paper and type. Let’s say that you are shopping 
for a network on which to place your program 
and advertising message. 


How do you decide which network to buy? 

We say: Apply the same yardstick that you 
would use to measure any other medium. We 
rather doubt that you would buy Life because 
Manufacturer “X” got a 60°; Starch noting on 
his last ad. We think you are more likely to buy 
Life because it has the largest circulation among 
magazines. 


It’s true in network radio too. If Manufac- 


...BUT WARDEN’S VOICE REELS IN THE LINE 


turer “X” has a network program with a high 
Nielsen rating, it won’t solve your problem. The 
choice of a network, like any advertising medium, 
should depend on circulation. 


And NBC’s circulation is the largest of 
any advertising medium in the world. 

If you use salesmen, then you believe in net- 
work radio. For only network radio uses human 
salesmen to sell to a truly national audience. And 
one radio network—N BC—has the largest share 
of that audience. 


It makes sense to fish in the best-stocked 
stream. It makes sense to talk to the biggest 
crowd, and NBC listeners are the biggest crowd 
you can talk to. 


a 4 C k ao P| i La A tS io we te | r « a service of Radio Corporation of America 
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Conversation Piece of the Week: How Will 


NBC Change Its Basic 


New York, Sept, 28—Major top- 
ic for speculation in radio circles 
this week was the changes which 
National Broadcasting Co. is con- 
templating making in its basic net- 
work structure. 

Four months ago the company 
set up an economic study commit- 
tee, composed of representatives of 
the network and its affiliates, to 
reappraise the whole network ra-)| 
dio picture—particularly in light | 
of television's effect on sound) 


7S Hs CRRA, 
Pablshers' Ke 


| 


Enew york | ° LONGACRE 4-6634 


Network Structure? 


broadcasting. 

Its assignment: To decide if the 
status quo should be followed or 
if certain innovations are called 
for to keep NBC and its AM sta- 
tions healthy and prosperous. 


@ In a series of meetings here this 
week, this committee crystallized 
the results of its discussions to 
date. Plans for future action now 
under consideration are based on a 
detailed study made by NBC. 

Next week, the proposals made 
by the group will be submitted to 
the stations planning and advisory 
committee. This body is headed by 
Jack Harris of KPRC, Houston, 
who also serves on the basic 
economic study committee. 

If SPAC reacts favorably to this 
blueprint for the future, it is pos- 


1 sible that NBC may start putting! 


some of the revisions into effect 
soon. Other major items may be 
| delayed until the NBC convention 
at Boca Raton in late November. 
There is nothing official avail- 
able at NBC at this time on the 
particulars of its plans for revital- 
izing the network structure. The 
official policy is one of strict 
silence on this whole subject. 
Among the propositions being 
given serious consideration, ac- 
cording to reliable sources: 


s 1. The addition of some 200 new 
stations to the network. They 
would be mostly low-powered, in- 
dependent outlets in relatively 
small markets. NBC is said to have 
a waiting list of several hundred 
applications—a great many of 
them from stations which went on 
the air in the last few years. The 
new members of the NBC family 
could be selected from this group. 


2. A station-by-station reevalu- 
ation of each affiliate, incorporat- 
ing all available up-to-date infor- 
mation to show how each station 
is doing now, compared with how 
it used to do before television. As 
a result of this broad study, it is 
understood, an adjustment of net- 
work payment to affiliates will be 
proposed, with some stations qual- 
ifying for less and others for more 
compensation from their network 
business. 

From the standpoint of gross 
time charges for the entire net- 
work, these proposed rate adjust- 


ments reportedly would mean an-| 
other slight decrease in time costs | 


for the program spensor. 

As one of several ways of mak- 
ing radio more flexible and main- 
taining business levels for the af- 
filiates and the network, it’s be- 
lieved that NBC will offer to give 
up some of its nighttime option 
hours in exchange for daytime. 
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Let's look at the 
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AK Reter to the state-by-state cireviation breakdown 
certified by the Audit Bur: 
RATE AND DATA SERVICE. 
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LOCALIZED MIDWEST 


FARM PAPERS 


ARE 3-T0-1 CHOICE OVER 
ANY “NATIONAL”! 


Since nearly half of the Midwest farm 
families surveyed prefer their local farm 


eau of Circulation...in 


papers, your advertising will get more 
attention—and sell more—in Midwest 
Unit Farm Papers. Buy the Unit. One 


bill and a sub- 


MIDWEST 4” A” UNIT 


NEBRASKA FARMER « PRAIRIE FARMER « THE FARMER « WALLACES’ FARMER & IOWA 

HOMESTEAD + WISCONSIN AGRICULTURIST AND FARMER 

MIDWEST OFFICES AT: 250 Perk Ave., New York; 59 E. Medison St, Chicege; 542 New 
Conter Bidg., Detroit; Russ Bidg., Sen Francisco; 1324 Wilshire Bivd., Los Angeles. 
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Jones Continues 
Agency; Grant 
Sides with Him 


(Continued from Page 1) 

Mr. Jones said in his talk, “under- 
| mined me with clients at meetings 
from which I deliberately stayed 
away in order to give them 
| Stature with those clients.” He de- 
clared that he “ran interference 
for his account executives, intro- 
duced them to clients and sparked 
| them with ideas.” Then he added: 
|“My stand is: Why should nine 
men band together and demand 
that I should sell out to them—‘or 
else’?” 


e Mr. Jones would not comment 
on the status of his threatened $1,- 
000,000 suit against his former ex- 
ecutives, saying only that his law- 
yers have imposed silence on him 
until the suit is actually filed. Mr. 
Jones had told AA that the suit 
would be “a certainty” this week. 
He did say also that many volun- 
teered legal opinions had been to 
the effect that he has a strong 
case. “No one at all has said it’s 
hopeless,” he added. 

Mr. Jones got a standing ovation 
at the conclusion of this talk, the 
group signifying thereby it would 
act as “a friend in the rehabilita- 
tion and upswing of the Duane 
Jones Co.” 


GRANT TELLS STAND 


Cuicaco, Sept. 27—Queried by 
ADVERTISING AGE about the Duane 
Jones assertion in his New York 
speech, Will C. Grant, president of 
Grant Advertising, said, “That’s 
essentially correct.” 

“I have never met Duane Jones,” 
Mr. Grant said, “and I don’t know 
any of the people involved in the 
Jones controversy. But I do feel 
sympathetic with Mr. Jones, and 
I called him on the phone recently 
to tell him so. I think account 
piracy is one of the worst features 
of the advertising business, and 
that everything possible ought to 
be done to eliminate it. 

“However, I have not talked to 
any other agency heads about this 
matter. I have no objection to 
stating my own opinion of this 
situation, but I do think I should 
clear up this particular point. I 
don’t know what other agency 
heads have expressed similar opin- 
ions to Mr. Jones, because, as I 
say, I haven't discussed the matter 
with any of them.” 


DECLINES TO COMMENT 

New York, Sept. 27—Joseph 
Scheideler, president of Scheideler, 
Beck & Werner, declined to com- 
ment on Mr. Jones’ assertion that 
nine Chicago agencies have indi- 
cated they would never hire any of 
the men involved in “pirating” 
accounts from the Jones company. 
| “There’s nothing I have to say 
| about it,” Mr. Scheideler said. 


Told that “disloyal” people 
| would have to start a law suit if 
|they hoped to collect from the 
| Jones company pension plan fund, 
|Mr. Scheideler said he had no 
course of action in mind. 

“All the things he [Mr. Jones] 
| says are not facts until they hap- 
pen,” he said. 


_FEEN-A-MINT TO DC&S 
Newark, Sept. 27—Pharmaco, 
| maker of Feen-a-Mint and Chooz, 
formerly an account of Duane 
Jones Co., has appointed Doherty, 
| Clifford & Shenfield, effective Oct. 
1. Grey Advertising will continue 
to handle Pharmaco’s Admiracion 
shampoos. 

Robert Hayes, former president 
of the Jones company, last week 
announced he was joining Doherty, 
| Clifford as a v. p. 
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We said, young man, that advertising 
at the point-of-sale is the vital link in 
the marketing program. 

We don’t blame you for being skep- 
tical. Experienced marketing execu- 
tives older than you often get less than 
they should from this powerful “‘pay- 
off advertising.”” They do a superb job 
through every phase of marketing 
their products and suddenly find a 
competitor pushing them around with 
a red hot point-of-sale idea. 

It’s our business to make advertising 
at the point-of-sale work. Our nation- 
wide organization is staffed with 


experts specializing in this field. Our 
clients usually find their products tak- 
ing top honors for attention at the 
point-of-sale. That means sales! 

We can do the same for you. We can 
build better advertising at the point- 
of-sale for your product, from idea 
through final production—a year 
around program, a campaign or a 
single display. 

Get us started today simply by 
telling your secretary to drop us a 
line. Chicago Show Printing Co., 
2640 N. Kildare Ave., Chicago 39, IIl. 
400 Madison Avenue, New York. 


o @ 
° rd Displa * Cloth and Kanvet Banners and Penna * Stanzall Outdoor Signs 
, pose an + Mystik Self-Stik Displays ale Mystik Self-Stik Labels Advert Shi 77 G at the POINT-OF-SALE 


* Econo Truck Signs * Mystik Con and Bottle Holders * Booklets and Folders 


Te TS Se rs ane S$ > *y — *  ae oi (i .. ge SEY ets ae, aoe . é. Z (tees Like atte” be 
Sie Ok es es ia 18 5 ag tg oe ee 2 ee i Zz ‘ . , ee 
Foe ef cP fe we 
2 é : eur 
oe aS 
a ee. 
: nae 
§ =< 
F aah 
; ene 
ise 
ERS, 
Z ‘ " Bee sai 
“3 : . » 3 rf : ‘ ehh: : E ot P Pat ’ . aan et 
e es ‘ bd - : > s- Reus x, =, a ae . _ 4 ind Me . eae = i eae a Ds o> Co 4 ee = a | “a 7 le pa 
a we a ee eee ia. a eh ? : Pe Se ics pai ae? an 
q A a Mesa a Re RR a s Bey pees  —— tt Be te el ¢ eo ee ' an es 
B OS) See he Ol nee or “ee Best ory . ree ig  h ee caoe °' : ‘ an va a 
: i tole of aah , ‘ioe eae ‘ ‘ ee 3 ae ee c Poe ae ae ges *h ‘ i ae ? a a 
s ROL ei Or Rete i ee we a: <n race meas P oa ee Pes 
. Te es a ee Bee cat ets aj oh ie ee ne Ss gis eae Fy ee * ) _— a, 
Bee so AMR s fe Se ee Bes ee Fiera . 23)! <geae 
3 pa eee te ae Pe nih: (iar i cor oe ea - ; nae a Sees 
d Wee oo ae ae Pe : a Ber ' 7 ae ee ; a ae mele 
a ‘Cea, Abit, ay 2 \. Soca ae Bie eae Re ae ae ae : aN vey — Pe : ; ae, 33 
=. gee: = Oe al ge Bie ae tat fe haere ey ci a 
; = _ aa ERS s oe Me esc ee eee sore , 4 . Lf 
: : rea 8 ee ee or : es, —— eee. rig i ray 
a = need — + a ee a a ie 
es ae: eee. MN we — Se oa 1 a op, eaten 
De os ae a. poeta 3 x ee, ee er ee ae cine 
(ee i ee me. ae Pa a are Via Ce pate ae ay 
Wines ie ‘oom ? Phe © ee dai =E a - 3 Sea ie cy Rage , seen 2 gpa 
en ae eT jos ? as fe 45 | sey a ae te 
Bes > gee : Sa 2 : q es a § Sage og za ; “2 3, ae x 
: “acl 8 ee i, a el BF if a ae ah 
: ; =... a gee. pee ta a *~ aa ae eee = aes 5 . A att 
Be See ee oa mand, 1, an “2 Sa - te (ne ie i ae ae ~~ 
ia 2 er Se ee: oh ise. a i? a ie he, : ia oe ‘ae 
; ae ae Brees ee Ee ‘ k? - Sees: ae a ee ee 
he ar be oS aca eo ae ‘= ae oe Le gaa ; ts 
os. a ¢ Berige ssh a. r 7 adm ee! “ ere) a Sao 3 
‘ ‘pia AG a: ee ae | oe ie es 2S cee te a ae ee ft a ae 
oe rt ee Lo Le 7 ee F AG eae %, ie Re: ee fmien 
ve 7 i <a a = ae ee — eo a ee : edi : ¢ oa or cat + 
es ae Tae pee a! ae a et ee " BH at ee: a a: es 
a nan eae Pe ay” a ; a me’ ag = Lia ee. Ma * agli 
E a “Se ae : Es - $ ek ie p : of es : ~ 
oe ae eh | ae ai oe ee. Mer ek feel a af eh: Sota wv 
a, a” Mess * i > a. ees ge ee : a ae = Sg 
oe ee — el ir oe 7 a ay 
: 5 ae ae a ee oe Bey an a 4 Ny 
Be erie |=: 4 ' Pos . ‘ F ea Ti 7 Ta, 3 a i ss 
otek ‘" a s. x ” a Ege Soe os f, a hei’ 4 nts . a 
; eh ‘ are e va het | ia 
% a a PE ten 
; ee: ee oe : i a a er 1 er a a ee i: re : SS 
”: a tees i Mh i. ‘a é Es a ell ‘: SM Ne ae a 
eee ie neal fs ie 4 ‘ > “ abe . ait ats a f 4 an e “aa et 
he Mh ¥; 7 hg RE Ge re a wee al ele hoe ; ie ioe Be 
er ye wa - ME : is m= eg aa iy Se a: my 2k eae aa: 
7 ae ee 5 Re ieee! m. 4 4 ‘eS Bs ey, ts a Oem Seamer ‘2 hie 1 <o 
> ee \ ee ou «ee pee ae > q ts See a a ae ae ay eS 
a ae | cane fe? | ee gi hae 8 ee 5 7 a ee Be Os ae ene o Pati oe i he: 
2a Y fe i et eee sa Pd get ea ak Re a es, aes 
rs eee = a ee ae ig ’ : > ‘ Bee | ee ter ee a aaa wrt A 
y ao ee a and me ee Pat ri ear oe 4 a zu oy ie ood" ae a ae inet . , ‘i Naa gs 
i i 2 5, ae! iy. Snes, oe a - 3 he ae i 9 a: : me i 
cma’ Se ge aap ee! ae “ae . { ee a a ee vig . Bees” 
in a ae dees SDR gS Ae . 2 At Ree vile, oe Te Tye eae 
tea a 2a > SS ee. ie a Ss 
‘ <a vf | om CI a 7 E, * q e Pr. Se \ eee See ee “e ys ) 1 eae = a 
i eect ai ie ck pei Be ce 4 " _ ses gi Mage dose cutee = = ee ae =.) 
. eae BS ay: ee ee — ; of gee Si se | coe. tee re 
ier a age SR a oe — is ie eo ee ee 
Piteat ge: a .. ar Saale ee. a . a th Fis ie 8.” tea nen eal ‘ a. 
i aie se. AS vee pe - S f ae ia UU Ge Geach ead ae ee ak 
me ; eS See Fie Ses P rs 4 — | - Ree a a eS) wane a ee 
ea) ; ak —< ca 24 <a ron ae } ~~ iia . pres % pe Sia Sale 
: ey f acy pears het : - 4g ma re. is ee eas Pest 
aia a le Sale ie + - q galerie = - _ aS . Hage ad 
rae an Ce eam | Sete | " eee a bai pS ae hes 
Peete es eee ©. alae — oe os a : i ee 
oa tt) = anaes Pee —S e. Fl = ¥ 2 oe ihe 
as a: i ee ae wet aa ¥ ; ' ck gee : ce , q ots Oat Sail 4 ie 
i ; AR ge ee ae y ee wom “a “ae Fa te: ; ie 
ty Sam sere ae , + em cw ar : ae om a eee ; Sete 
<9 > Sie 6 Sees Boe : bt é —— eM be, “oleae Ss a 2 _ < 
: ina > ae 4 wy: oS 3 y - - ce . ae : Petpet 1% mn 
Pipa. ™ eta Sethe - i. ? — i‘ ; a % ag ss 
\ ts “0k ae. = ii Le “ a Beye 
© Ona by oo : i - 7: a aa 
; ee -_ + 3 1 os oy s ; i : ba, hee) 2: &e 
Seat A i Rei « - oa ” aR eh ae f 4 “e 
ay a Be Sa . eer ia — 
as yee A ee ae z as 7 ee ee 
i i a a ” = dl J 7 mr ae 7 Sa a Es 
ic a, A 3 : ‘ ea y a t ; 
een eee . 3 . Y i a ae an 
a lO _- % . 2 a j an oN 
2 tae a ie ae _- Sa ee ; ia — s% < os pt Be P “ae ya 
Lane a Realy , ree: bee te aaa “ee eat iss - Bs is Sy 
as re e ead _ i j ‘ meds : ‘ f 4 ee A x | 
, : 2 ‘id p*. Tene 
‘ ue — eve ae 
oo a = aos) 
: of a se: ; 4 : p £ i : oH f 
ek Pe. ; e 4 My oe ea 
‘ * A ast + c “of ee 
Qe = 4 aes — 24 4 ‘ a : ot 
a a + g 2 ‘te 
——_— m9 
: en: . 
a 
+ 
i v4 
é Me 
¥ 3 : 
ea 
ae 
hag 
— 
a. x 
het 
“il “i. 
‘es 
“Se 
a 
aoe 
Wh 
Ko. 
ie 
oy 
Bs 
owe a 
lh A -% eo 
| aia. ‘ ef," oe 
Sl a E.: 
ee ci ae 
: . ee ie fs + f Ape 
: a . Te ‘Ce Be 
. cee 
ee * Sa noe 
toe "4 eg 
= i. i ne 
net x wea 
ci, * N : : ae a 
a fe] a, fe.) 
i c ee = 
eae bt , AGo M Pp oe pe 
5 AN o>. “ 
See LO tw | — ae 
é con Cs 2 Yo es ek 
(gk se ae 
Be ie at 
SHSHSSSHSSSHSSHSSSHSHHSHSHEHHHSSHHEHSHEHEHHEHSHEHEHEHSHSHEHEEHHSHHESHHEEHHHEEEEHEEESESEEESESEEEEEEEEEEEEEEEEEEEES eeeee ae 
ry 4 ‘ 
e 
at 
oe 
a 
a 
oa. 
a 
ied 
geht 
> 
ae 
mm 
a 
ee 
a 
ae — etsy 
eee oe ee - ‘veal y ae ad . i + Ne * agli ir aad - Se et oe Pet ae a Le. i) be e 


FTC Wins Court Fight for Injunction 
Dealing with Imdrin’s Advertising 


Cuicaco, Sept. 25—The Federal 
Trade Commission today won its 
long-sought temporary injunction 
against Rhodes Pharmacal Co., 
maker of Imdrin, but there was 
little agreement over what the in- 
junction actually means. 

The FTC people see the tempo- 
rary injunction as an instrument 
which will prevent Rhodes from 
advertising Imdrin as anything 
more than a temporary relief from 
pain. 


NATION-WIDE FIELD SERVICE 
USEFUL TO ADVERTISERS AND EDITORS 


——— of 500 capable Photo-Re- 

vides -effective way to obtain 

=. «7 on photos, stories, timonials 

releases. For more information write 

no PHOTO-REPORTING SERV- 
ICE, 38 Park Place, Newark 2, N. J. 


Rhodes, on the other hand, con- | 
tends that the product never has| 
been advertised as a cure or reme- | 
dy or that it would affect the un-| 
derlying causes of arthritis, rheu-| 
matism, sciatica, gout, neuralgia, 
fibrositis or bursitis. 


@ Since, in Rhodes’ view, the com- | 
pany has never indulged in such 
advertising, the injunction should 
have relatively little effect on Im- 
drin advertising. Rhodes definitely 
intends to appeal the injunction 
“to the Supreme Court, if neces- 
sary.” 

The injunction, which becomes 
effective in 15 days, will continue 
in effect until the FTC’s complaint 
against Rhodes is dismissed by the 
commission, or set aside by a cir- 


|cuit court of appeals or the Su- 


preme Court on review, or until 
the commission’s cease and desist 
order becomes final. 


. It prevents Rhodes Pharmacal 
|from advertising—either directly 


or by implication—that Imdrin: 

“1. Is an adequate, effective or reliable 
treatment for any kind of arthritis or 
rheumatism, neuritis, sciatica, gout, neu- 
ralgia, fibrositis or bursitis; 

“2. Will arrest the progress of, correct 
the underlying causes of, or cure any 
kind of arthritis or rheumatism, neuritis, 
sciatica, fibrositis or 
bursitis; 

“3. Is an adequate, effective or reliable 


gout, neuralgia, 


| remedy for the symptoms or manifesta- 


tions of any kind of arthritis or rheuma- 
tism, neuritis, sciatica, gout, neuralgia, 
fibrositis or bursitis, or that its effect 
on the pains and discomforts of these 
conditions will be greater than such 
temporary and partial relief as may be 
afforded in the individual case; 

“4. Will enable those persons afflicted 
with arthritis or rheumatism, neuritis, 
sciatica, gout, neuralgia, fibrositis or 
bursitis to resume their normal living or 
usual occupation; 

“5. Is a remarkable, 
tional new discovery of 
search.” 


amazing or sensa- 
scientific re- 


The Federal Trade Commission, | 
whose Washington attorneys Jo- 


| seph Callaway and Daniel J. Mur- 


phy fought the case in the courts 
here, viewed the decision as one of | 
its most important victories. | 

FTC people felt that if they 
failed in their attempt to get an 
injunction against Imdrin, it would 
never be possible for the commis- | 
sion to get an injunction against | 
any advertising campaign. 


@ The case became an important 
milestone for FTC because of its 
history in court here. FTC had 
filed a complaint against Rhodes 
in November, 1949, charging that 
Rhodes claimed Imdrin would do, 
more than deaden pain temporari- | 
ly. Officials of Rhodes immediately 
denied that their advertising had 
claimed the proprietary would 
“cure” arthritis or rheumatism and 
said they intended to continue ad- 
vertising without changing copy 
themes. 

On Jan. 30, 1951, the commission 


ee 


Lucky Theatre 
Store Opener 
Good Relations 
Faulyess Ads 


tT) September saw the opening of the third season of 


Robert Montgomery Presents — Your Lucky Strike 
(alternate Mondays, NBC- 


it's now seen on 46. 


Sales 


Theatre 
Aired on 17 stations in 1949, 
for Lucky Strike 


TV). 


messages 


cigarettes during intermissions are simple and_ straight- 
forward and in keeping with the mood of the plays presented. 
Shown is producer-actor Robert Montgomery. 


© Two years ago, Minnesota iron-ore mining companies 


asked BBDO Minneapolis: 
better understanding of our industry?” 


“How can we give people a 
One suggestion: 


Through informative advertising in some 400 state news- 
papers. Current ads feature findings of a continuing opinion 


study. 


Already this survey 


shows evidence of improved 


relations for a Minnesota industry vital to the nation. 


@ Kid-catching premium offers in Sunday supplements 
are shooting sales of Roy Rogers Cookies to record heights. 


Here 


is one of a series of color advertisements which has 


opened thousands of new outlets for this “western” cookie. 


Equally important: 


are stocking other “Crackin’ 


Good” 


Along with the advertised item, stores 


cookie and biscuit 


products made by Carr-Consolidated Biscuit Company. 


} See 


j 


@The patented waistband on Faultless pajamas and 


shorts breathes as you breathe —and it’s guaranteed for 


the life of the garment. This guarantee gets strong empha- 


sis in Wilson Brothers’ new campaign in Sunday newspaper 
supplements. Both full-color pages and black-and-white 
advertisements are being used in what is believed to be the 
largest schedule in the history of the industry. 
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sought an injunction against 
Rhodes in district court here. It 
alleged that Rhodes Pharmacal, 
through O'Neill, Larson & Mc- 
Mahon, its agency, had placed 
false and misleading ads implying 
that Imdrin is an adequate, effec- 
tive and reliable treatment for 
arthritis, rheumatism and similar 
ailments. 

On Feb. 21, 1951, Judge LaBuy 
turned down the commission’s re- 
quest for an injunction. Frank E. 
Gettleman, counsel for Rhodes, 
hailed the decision as a victory for 
proprietary drug manufacturers in 
their fight against any limitation 
of the right of the public to indulge 
in self-medication. 


es Key to Judge LaBuy’s decision 
was the fact that while the FTC 
had introduced affidavits support- 
ing its charges, Rhodes had denied 
all material allegations in the com- 
plaint and had submitted counter- 
affidavits to support its answer. 
In view of the fact that the com- 
mission had failed to maintain its 
burden, Judge LaBuy declared, he 
had no alternative but to dismiss 
the case. 

The set-back worried FTC of- 
ficials. It would always be possible 
for an advertiser to produce affi- 


| davits, they reasoned, and thus the 


FTC would find it impossible to 
ever secure any injunction. 

As a result, FTC in March in- 
structed its counsel to appeal 
Judge LaBuy’s decision. The cir- 
cuit court of appeals agreed to 
hear the case and then reversed 
Judge LaBuy and remanded the 
case to him. The decision today 
was the net result. 


@ Earlier in the litigation (AA, 
Feb. 26), attorneys for Rhodes felt 
that an injunction would have es- 
tablished a precedent and opened 
the way toward progressive re- 
straint of all proprietary drug ad- 
vertising and, possibly, result in 
the eventual elimination of self- 
medication. 

Mr. Gettleman made it clear to 
AA today that he is convinced the 
injunction is one of the most un- 
fortunate things which has ever 
happened to the proprietary in- 
dustry—if it sticks. 

His contention is that injunc- 
tions previously were confined to 
dangerous drugs or poisonous 
products. Extension of the injunc- 
tion machinery to non-toxic mate- 
rials, he believes, could force small 
manufacturers out of business be- 
cause of the litigation expenses 
involved. 


@ The next steps in the dispute 
appear to be clearly charted. 
Rhodes will fight the temporary 
injunction through appeal actions. 
The commission will proceed with 
its own action on its complaint, 
meanwhile defending the injunc- 
tion against Rhodes’ appeal actions. 

The big question involves the 
shifts Rhodes intends to make in 
its advertising and whether the 
commission will be satisfied with 
the new ad approach. 

Rhodes’ counsel, Frank E. Get- 
tleman, points out that the in- 
junction is inhibitory, not manda- 
Thus, he contends, it is not 
necessary for Rhodes to use the 
words “temporary” or “partial” as 
“relief” is used, 
since relief implies and connotes 
the other two. Except for No. 5, 
he feels, the wording of the in- 
will not necessitate 
sweeping revision of Imdrin copy 
themes, since the company has not 
claimed that the product is a cure 


| or remedy. 


JUST ASK FOR MARIE: 

Call WAbash 2-8655 and ask for 
— + Maize on your next multi- 
graph, mimeograph, addressing or 
~ job pick-up an 

livery, fast and accurate work, 
of experienced personnel, rges 
always in line. THE LETTER SHOP, 
Inc., 431 S. Dearborn St., Chicago 5. 


(Now in our 23rd successful year.) 
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for the 
next 
5 minutes 
youre 
Editor! 


Hang your hat right here. You're editor, pro tem, of the most | 
unusual news review published, the review or THe week. Part and parcel of ‘The New York Times every ) 
Sunday, it is a unique achievement in journalism, the most comprehensive and objective news review published, a | 
weekly news review written, wrapped up and delivered by a daily newspaper. | 
Look around you. See whom you've got working for you. ‘The biggest-of-all newspaper staff of reporters and 
correspondents, strategically posted throughout the world . .. the biggest-of-all newspaper staff of expert, knowledgable 
editors. Pulitzer Prize winners everywhere you look ...Washington chief Arthur Krock, foreign news chief f 
Cyrus L. Sulzberger, diplomatic expert James Reston, military authority Hanson W. Baldwin. 


No editor we know of anywhere has the manpower or resources you have. 


No wonder you have the tightest closing of all newsweeklies, late to bed, early to rise ...6 PM Saturday to 6 AM 
Sunday delivery. “Fresh as the front page” of America’s busiest newspaper is your standard... and you're delivering 
more news to the column inch than the busy reader can find anywhere else. 


No wonder you can produce a tightly-written fast-reading news summary that wraps up the week's significant 
news so satisfyingly for busy readers... plus background that helps them understand the meaning of the news, and 
informed, unbiased interpretation that helps them evaluate it. 


No wonder you've created such a powerhouse of an advertising medium ...with the impact of a daily newspaper, 


. 
Review the prestige of The New York Times, the coverage of a giant...1,100,000 strong, and influential. 


All right, you're a business executive again. When does your advertising start producing for you in the 
of REVIEW OF THE WEEK? See your advertising agency ...or see us. 


the newsreview you get every Sunday exclusively with The New York Times 


the | : ~~ The New Hork Times. | 


THE NEWS OF THE WEEK IN REVIEW 
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Rindlaub Takes Food Chain Execs 
to Task for Losing ‘Personal Touch’ 


(Continued from Page 1) 

the 1,800 visiting food men briefed 
on government pricing and wage 
regulations, and construction limi- 
tations. Two speeches dealt with 
the need for revival of old-time 
morality 

Ample time was reserved during 
the lush four-day session for food 
men to comb through the 74 ex- 
hibits of store equipment which 
converted the entire convention 


floor of the Statler Hotel into one 


formerty 

Maine Farm 

Bureau News 
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huge deluxe supermarket gar- 
nished with mouth-watering dis- 
plays of meats and vegetables. 

In addition, there were banquets 
each evening, with the tab picked 


up in each instance by a major! 
im- | 


food producer. Guest talent 
ported by sponsors included such 
big names as Dinah Shore, Bob 
Crosby, Marguerite Piazza, Garry 
Moore and Earl Wrightson. Among 
the score of prizes awarded during 
the convention were trips to Mexi- 


co and Hawaii for two, and a Buick | 


Riviera. 


@ Economic Stabilization Chief 
Eric Johnston said that higher 
prices had already added $22 bil- 
lion to the prices paid for goods 
and services since January, 1951. 
Warning against complacency over 
what he termed “a temporary lull,” 


| he insisted inflationary pressures 


are building up to a “Sunday 
punch, which, if it ever gets loose, 
could do Communism’s work more 
effectively than bullets and 
bombs.” 

Charles T. Broderick, chief econ- 
omist, Lehman Bros., also pre- 
dicted continuing inflationary 
pressure, but he contended it 
would be a mistake to expect a 
price rise as rapid as that of late 
1950. 

“The mere existence of price 

controls argues against a repetition 
of the mad scramble for goods 
after the attack on Korea,” he con- 
tended. 
@ “However porous some of our) 
price ceilings may have been made | 
by the Defense Production Act, 
there are ceilings of sorts on the 
prices of raw commodities. In the 
field of finished goods, potential | 
price rises are also severely lim- 
ited.” 

Austin S. Iglehart, president of | 
General Foods, called on food men 
to participate in civic and com-| 


munity activities, as a contribution 
toward the fight against “wrong- 
doing” which “has brought the 
U.S. to a most shameful period.” 
Mrs. Rindlaub’s speech yester- 
day was easily the high point of 
the meeting. Author of “Why I 
Hate My Meatman” during World 
War II, she started out by saying, 
“I felt thoroughly qualified to talk 
to you today on the subject of your 
customer. I wanted to talk.” 


@ She drew heavily on her own 
experiences as a housekeeper, and 
on surveys conducted by BBDO’s 
research department. 

Suggestions which she offered 


jas “the views of more than 2,000 


typical housewives” included: 

1. The loyalty of customers is 
frequently influenced by courtesy 
and old-fashioned grocery store 
friendliness. Revive them. 

2. Follow the lead of gas sta- 
tions which won many friends by 


establishing rest rooms for pat-| 


rons. 


Advertising Age, October 1, 1951 


regarding specials and give infor- 
mation. Sales are lost because of- 
ten there is no person to ask about 
items in self-service departments. 


e 4. In metropolitan and subur- 
ban areas where there are large 
numbers of working girls who must 
shop after 5 p.m., educate non- 
career housewives to shop early 
to clear the aisles for their job- 
holding sisters. Offer “early bird” 
specials to entice the stay-at-homes 
to complete their shopping before 
5 p.m. In this connection, many 
of the interviewees reported that 
frequently they are irked by the 
fact that as much as half an hour 
before official closing times in 
stores, employes are so busy with 
mops and brooms, or with moving 
perishables to refrigeration rooms, 
that they resent interruptions to 
| wait on customers. 

5. For the convenience of shop- 
pers who cannot visit the stores 
during regular hours, establish a 
| delicatessen to serve customers af- 


3. In supermarkets, appoint a | ter the main store has been blacked 
“floorwalker” to answer questions | out for the night. Unlike most del- 


e 


Hear about 
the revolution 


in 
Cleveland ? 


Rolling out of Cleveland these days is 
a revolution in armored warfare. 

It's the T-41 “Walker Bulldog’— the 
first U.S. tank to be built around a gun 


instead of an engine. 


But the T-41 is involved in a produc- 
tion revolution, too! Though assembled 
in Cleveland, its actual parts and mate- 


rials come from two thousand factories 
... in nearly every state! 

This “production team” system is pro- 
ducing miracles. But it produces new tim- 
ing problems, too. How do you bring in 
two thousand units... at the right time? 

These production experts know the 
answer. When they want parts and mate- 
rials fast, they use the service that gets 
there first. They use Air Express! 

Whatever your business, Air Express 
speed can make your deadlines, increase 
your profits. Here’s why! 


IT’S MORE CONVENIENT —One call to 
Air Express Division of the Railway 
Express Agency arranges everything. 


profit-making 


IT'S FASTEST — Air Express gives the 
fastest, most complete door-to-door pick- 
up and delivery service in all cities and 
principal towns, at no extra cost. 


GETS 


Bee 


IT’S DEPENDABLE — Air Express pro- 
vides one-carrier responsibility all the way 
and gets a receipt upon delivery. 


IT’S PROFITABLE—Air Express expands 


opportunities in distribu- 


tion and merchandising. 
For more facts call Air Express Division 
of Railway Express Agency. 


“OAR ORES 


THERE FIRST 


icatessens, this department should 
carry fresh meat. 

6. In large stores, establish a 
children’s corner where youngsters 
can be left in care of a store baby 
sitter until their mothers have 
completed their shopping. 


|@ Other comments from home- 
| makers, excerpted by Mrs. Rind- 
laub from interviews, included: 

“I frequently pay higher prices 
in the delicatessen right across 
from the supermarket because the 


| clerk is so polite... 


“The man at one of the checkout 
stations in our supermarket is 
wonderful. Every Friday he says 
‘Have a nice weekend.’ It is a 
little thing, but I like it... 

“The aisles in our supermarket 
are not wide enough even for two 
people with push carts... 

“They should sell dairy products 
and frozen stuff near the check- 
out counter. These melt if they 
have to be lugged all around the 
store... 

“The meat counter is always un- 
derstocked in the morning, which 
discourages early morning shop- 
ping. Stores are often understaffed 
in the fast hours, which also helps 
create backlogs of shoppers. . . 

“Stores should put up signs 
showing what they are out of to 
save needless hunting by shop- 
gers...” 


@ “There should be large direc- 
tories in the front portion of larger 
stores telling where every item 
can be found.” 

In her opinion, Mrs. Rindlaub 
said, friendliness is the thing most 
desired by women from the per- 
sonnel of the stores where they 
shop. 

“You've done such a good job, 
such a gay, enticing, exciting, all 
‘round job of making the super- 
market and the modern chain food 
store an alluring combination of 
appeals to a woman's bargain in- 
stincts, a woman’s desire to think 
of herself as a good housekeeper, 
a good homemaker, a woman's 
deepest longings to feed her family 
well and at such reasonable prices 
that it is readily understandable 
if you've overlooked the angle of 
friendliness, the little courtesies. 

“There are some things you 
cannot afford to overlook. They’re 
the little personal human things, 
the man who smiles ‘good morn- 
ing’; the butcher who holds up a 
steak and says ‘I've been saving 
this one especially for you’. All 
women hold love and friendship 


in the highest esteem.” 


Mutual Names Vladimir 
Mutual Orange Distributors, 
Redlands, Cal., has appointed the 
San Francisco office of Irwin 
Viadimir & Co. to handle its ex- 
port advertising. A campaign in 
Belgium and Holland is being 
readied. J. Walter Thompson Co. 
handles the domestic account. 
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That’s why the smart dollars are 
bet on Radio in the Far West for the 
mass selling job! 


Sure, about a million people own television sets 
in the 4 West Coast cities offering TV. But 
compare this with the millions of customers 
that TV does not reach in Washington, Oregon 
and California. 


The combination df TV and Radio is a good 
sales weapon—but that’s expensive. 


In most cases this combination is beyond the 
average budget. Therefore, your best bet is 


HOLLYWOOD ~- SAN FRANCISCO - CHICAGO - NEW YORK 


A Division of Radio Corporatior of America 


Your best bet +o tl 


NBC Pacific Coast Network. You'll reach 
83.5°7 of all the radio homes in this region — 
greater coverage than any other medium in 
these 3 states can offer! 


To win sales for your product or service in 
this great mass market of buyers on the West 
Coast, plan now to use NBC Pacific Coast Net- 
work. For facts on this No. 1 medium, consult 
your nearest NBC Sales Office today. 


WESTERN NETWORK + NATIONAL BROADCASTING COMPANY 


_ and sell’em 
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ADVERTISER AGENCY 
A & P Super Markets. Paris & Peart 
FE SG Ti ceicricsseiccotsntscocstnseennciaial Better Advertising Co. 


All American Contest School 
Alvin Sterling 
American Bakers Assoc... 


American Beauty Electric Iron. iaioitantaada 


American Meat Institute......... 


i : 


Arm & Hammer Baking Soda. 

Armour Pure Lard..................... 
Armstrong Linoleum Floors..... 
Arvin Electric Iron..................... 


Baby Shoe Studio.... 
Ballco Products Co. 
a seal 

I Be cacesennacisencescososcesseve 
IY FI csncrenstversesssnsnconnene 
Beacon Specialty Co. ................. 
Berlou Moth Spray... 
I IE cichcittandaeudicninieisnnvionsnaitnbe 


Borden's Eagle Brand Condensed Milk 
Borden's Farm Prods.................. 


.H. M. Dittman Adv. Inc. 
see Knight & Gilbert Inc. 
...Foote, Cone & Belding 
.... Dudgeon, Taylor & Bruske, Inc. 
..Leo Burnett Co., Inc. 
. John F. Murray Adv. Agency 
sosipnaieaiaaal Bozell & Jacobs, Inc. 
J. Walter Thompson Co 
...Foote, Cone & Belding 


oni .... Batten, Barton, Durstine & Osborn, Inc. 


ramet iS ... Roche, Williams & Cleary, Inc. 
.. HH. W. Kastor & Sons 


...S. Duane Lyon, Inc. 


a ae mat i -Dorland Advtg., Ltd. 


...Van Hecker, Inc. 

...Leo Burnett Co., Inc. 

... Thompson-Koch Co., Inc. 
... John A. Smith & Staff 
..Jay H. Maish Co. 


..» Young & Rubicam, Inc. 
DES Young & Rubicam, Inc. 


Brach’s Chocolate Covered Cherries.................. Arthur Meyerhoff, Inc. 


Breck Shampoos................00006 
Brillo Cleanser & Pads.................. 


Britton Cravats... ‘atlanta 
a 


Wallace Brown Greeting Cards... 
Bruce Floor Products..................0.+ 
Lane Bryant Stout Apparel......... 


Si iininvstersctecansercncscers 
Caloric Gas Ranges... 

Calumet Baking Powder... 
Campana Italian Balm........... 
Campbell Soups..............-.00000+ 
Carter's Little Liver Pills.. 
Carter's Underwear. seni 
Cashmere Bouquet Soap........... 


..Chas. Sheldon Adv. 

eas ....Jd. Walter Thompson Co. 

scecast aa .... Hening & Co. 

iainteingiadaea Street & Finney, Inc. 

.£. H. Brown Adv. Agency 

Christiansen Adv. Agency 

scailiiisasntiGietaieaead E. H. Brown Adv. Agency 

Ketchum, MacLeod & Grove, Inc. 

ail Neal D. Ivey Co. 

... Foote, Cone & Belding 

...Wallace-F erry-Hanly Co. 


en oooeeene ccceaWard Wheelock Co. 


... Ted Bates & Co. 


Cat's Paw Rubber Heels & Soles........................ S. A. Levyne Co. 


Celanese Acetate.. 
Chichester Chemical Co... 


...£llington & Co., Inc. 
...Gotham Adv. Co. 


im nea A oe Henri, Hurst & McDonald, Inc. 
STII sassisslicsseniinthaihticonclintiicelaiigusanlaeabnaistanssiehdiaaiiida Honig-Cooper Co. 


Colgate Ammoniated Tooth Powder..................4 Sherman & Marquette 


Colgate Ribbon Dental Cream 

Columbia Window Shades.. 

peer oe Tomato Paste. 
Crawford's Maternity tice 

Cream of Rice 

Cream of Wheat................ : 

Saunders M. Cummings.. 


I IG anes csecocarenecssesece 


D.D.D. Prescription....... 
Dan River Sheets................ 
Del Monte Corn SERRE I TS HE 
Del Monte Prunes................ 
Denton Sleepers.......... 

Dent's Toothache Remedies 


panes Ted Bates & Co. 
sil J. Walter Thompson Co. 
....Brisacher, Wheeler & Staff 
ceceeee4llmayer-Fox Agency 
ee Ted Bates & Co. 


aes. Shaffer-Brennan-Margulis Adv. Co. 


snaiasiaai Street & Finney, Inc. 

Anderson & Cairns, Inc. 
..McCann-Erickson, Inc. 
..McCann-Erickson, Inc. 

_— Anderson & Cairns, Inc. 
...Leonard M. Sive & Assoc., Inc. 


Detroit Jewel & Garland Gas Ranges..... 7 ae nao Zimmer, Keller & Calvert, Inc. 


Dexter Diapers... 


scvsssavasnsusantC, L. Miller Co., Inc. 


Dextrose.............. 

SSSR Fe co eee eerste Street & Finney, Inc. 
EDGES PERORIIES........0.0000.snrscesssarossarnenroareesorecessensese N. W. Ayer & Son, Inc. 
Dorothy Gray Creams & Lotions... Lennen & Mitchell, Inc. 
ss ae ; : ...The Fensholt Co. 
I tata iciieneih eetineeneltenninapania Young & Rubicam, Inc. 


Dreer’s of Philadelphia. 
Durkee’s Margarine 
Duz... 


; ns sal Lohmeyer-Adleman, Inc. 
EBRE Meldrum & Fewsmith, Inc. 
-..Compton Adv., Inc. 


F-7 Underwees, Sleepwear n Hosiery... bioeeieebie H.B. Humphrey, Alley & Richards, Inc. 


...Batten, Barton, Durstine & Osborn, Inc. 


= sss Batten, Barton, Durstine & Osborn, Inc. 
Lid iasbseareaceinasenaae Sherman & Marquette 


Batten, Barton, Durstine & Osborn, Inc. 


ievonsbehaaaen H. B. Humphrey, Alley & Richards, Inc. 


...Laughlin-Wilson-Baxter & Persons Adv. 


ADVERTISER 


Eaton's Lotter Papers..............202.0..s0.0.c-re0000 


Elastock Company....... ane 
Enna Jettick Shoes.............. 
Be I astccnonsscesetescnetcsncsesosore 
Exquisite Form Brassieres. 
i icettonaieciegencensentimaincs ; 


5-Day Deodorant Pads......... 


Fad of the Month Club...... 
Fanmour Greeting Cards.... 


Farberware Percolator Robot....... cee! 


Federal Vogue Enameled Ware. 
sine encenisrecatcetatckienbdennitvetehsanisns 


Flint Best Mixer. eis 
SPOT NIE SIIB i sescscennnsssesssconesserass 
Freezone Liquid Corn Remover.......... 


Ee 


French's Spices & Extracts... 
Frigidaire Electric Ranges...... 
Frostie Winters, Inc. ...................... 
Fruit of the Loom Daytime Dresses 


Gator Roach Hives.................. 

Gayla Hold-Bob Bobby Pins................... 
General Electric Irons.............. 
General Electric Dishwasher. 
General Mills Home — 
I ise tictisicutitsinagoace NR ES ERS 
Go-Cart Shop Soactohisshilasialenctaiasn 


B. F. Goodrich Rubber Prods. .................. 


Gorham Sterling...............0....0.s0000 
Greyhound Lines.............. . 
Gulistan Carpet.................... 


Haines Corp............. 
Halo Shampoo 
Hartshorn Window Shades.. 


Heinz Spaghetti...................... 
Helene Curtis Creme Shampoo. 
Helen Peri................0..00000 
Herb-Ox Bouillon Cubes. 
Fred Herrschner Co... 


is waniaiscenhisncaasiiedenaisnossacieien 


House of Charm............... 


Imperial Twist Glassware..... 
Indian Head Cotton. 

Inland Mfg. Corp........... Hanes 
Instant Chase & Sanborn Coffee........... 
International Sterling.. ions 
Ivory SNOW.............-.--s.0 


VAMICS.co.ccccccceceonee 
Jarra Gem Corp.. 


Jell-O Pudding & Pie Filling Lihiaadssnienaeee 

Joanna Western Cloth Window Shades... 
EE TS 
Johnson's Liquid Wax. ealineshie 


Jolly Time Pop Corn.. 


Karo : ; = 
Kenya Gems.. = AM eNO er 
Keystone Mushrooms...0.0..-ccoscceseoe 
Kirsch Drapery Hardware 

Kleenex Tissues.. . 
Kool-Aid.............. ; 


Lady Pepperell Sheets.. 
Lewyt Vacuum Cleaner.. 
Lighting Mart.. 

Limit ..........0.--soeerereonees 


AGENCY 


—_ H.B. Humphrey, Alley & Richards, Inc. 
-cedohn A. Smith & Staff 
pease Amos Parrish & Co., Inc. 
.... Maxwell Sackheim & Co., Inc. 
Philip 1. Ross Co. 
... Joseph Katz Co. 


scedel Weiss & Geller, Inc. 


.....O'Neil, Larson & McMahon 
.... Stein Adv. Studios, Inc. 

‘aiid Norman D. Waters & Assoc., Inc. 
ated Ketchum, MacLeod & Grove, Inc. 
aaenad H.H. Du Bois, Inc. 
ee Foote, Cone & Belding 

esse Earle Ludgin & Co. 
nada Keelor & Stites Co. 
-.sedohn F. Murray Adv. Agency, Inc. 
coment J. Walter Thompson Co. 
aie J. Walter Thompson Co. 
...Foote, Cone & Belding 
.....Murray Breese Assoc., Inc. 
sae Grey Adv. Agency, Inc. 
cancel Griffith-McCarthy, Inc. 


sana Herschel Z. Deutsch, Inc. 
... Young & Rubicam, Inc. 


Lcceael Young & Rubicam, Inc. 


<oianel Batten, Barton, Durstine & Oshorn, Inc. 
ane Wayne Swanson Ady. 
.... Direct 
siccaienabial Griswold-Eshleman Co. 
..Kenyon & Eckhardt, Inc. 
seca Beaumont & Hohman, Inc. 
... Fuller & Smith & Ross, inc. 


Frizzell Adv. Agency, Inc. 
.. Sherman & Marquette 
..Calkins & Holden, Carlock, McClinton 
& Smith, Inc. 
--eee-Maxon, Inc. 
..Gordon Best Co., Inc. 
Sternfield-Godley, Inc. 


ened J. M. Mathes, Inc. 


.. The Phil Gordon Agency, Inc. 


estonia Grey Adv. Agency, Inc. 


asl Klingelsmith & Co., inc. 
-- Gutman Ady. Co. 
----Grey Adv. Agency, Inc. 
.. Tower Adv. Agency 
...Compton Adv. Inc. 


cesseeeeee Young & Rubicam, Inc. 


...Benton & Bowles, Inc. 
-.Compton Adv., Inc. 


...Foltz-Wessinger, Inc. 
..Fischer-Rafield & Co. 
... Ray-Hirsch Co., Inc. 


etcatagaial Young & Rubicam, Inc. 


Geo. H. Hartman Co. 

sees Kuttner & Kuttner, Inc. 

enable Needham, Louis & Brorby, Inc. 
soils Buchanan-Thomas Adv. Co. 


snseenesiatal C.L. Miller Co., Inc. 

.. VanSant, Dugdale & Co., Inc. 
...William Jenkins Adv. 
...MacDonald-Cook Co. 

Foote, Cone & Belding 
Mason Warner Co., Inc. 
Arthur Meyerhoff & Co. 


..... Benton & Bowles, Inc. 
...Hicks & Greist, Inc. 
.... Les Kenning Associates 
eee. L. Miller Co., Inc. 
—— Lambert & Feasley, Inc, 
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Dollar Revenue 


of October COMPANION 


ADVERTISER 
Literary Guild 


Lustre-Creme Hair Dressing...... 
Lustre-Creme Shampoo.......... 


Maico Hear Ring...... 

Maiden Form Bra........... 

Mark Farmer Mfg. Co...... 
Mar-O-Oil Shampoo.......... 
Master Craft Products............. 
Maybelline Eye Make-Up.. 
ae tistiekdinicinenioininesineunietdvennieds : 
Mennen Baby Products.. 
Merit Greeting Cards.............. 
Metro-Goldwyn-Mayer Pictures. 
Metropolitan Life Insurance...... 
Midwest Greeting Cards............. 
Pe scceskctineicsneiscssste , 
Minute Brand Rice............. 
Mirro Cooking Utensils... 
Mitchell & Church... ; 
Mosco Corn Remover......... 


Mountain Mist Cotton Quilt Filling.. a 


Nabisco Shredded Wheat. 
Nelmor Sterling Club........ 
Nitey-Nite Sleepers....................... 
Noreen Super Color Rinse 
Nucoa Oleomargarine... 


Ocean Spray Cranberry denne. 
cette 


Outgro a Senesniknabiaial 


Ozite Carpet & & Rug ‘Cushion... 


Ee I Ga escctesocesensececsicsences 


Palmolive Soap.................... ‘ 
Paramount Pictures............ 
Parents’ Association.. 

Porkay Oleomargarine.... 


Pease Fabricated Homes............... 


| +E 


Peter Pan Peanut Butter......... 
Petro-Syilium....................... 


Pfaff Sewing Machine............. 7 NEOTEL 


é Philadelphia Brand Cream Cheese... 
Phillips Milk of Magnesia... 
Pillsbury Cake Mixes................... 
Planters Peanuts............ 
Plasti-Stitch, Inc. ...... 

Playskool Toys........ 

Playtex Dryper Pads & Panties. 
Pond’s Dry Skin Cream.......... 
Pond’s Vanishing Cream......... 
Pullman Coaches.................. 

Puro Greeting Cards. © 
( Puss’N Boots Cat Food....... 


BR ircicstyensncsnesciannneninen ; 
Rit Tints & Dyes............ PANES 
Roastwell Roaster............... 
Ronnie Sales, Inc.............. 

Rose Smelting Co. .......... 


Roux Color Shampoo.......... sienna ..Dundes & Frank, Inc. 
Royledge Shelving Paper................000.dKiesewetter Assoc., Inc. 
S.0.S. Magic Scouring Pads................-..-.....-.+++-MeCann-Erickson, Inc. 


St. Joseph Aspirin for Children....... 
Sally Graye............. 
Sani-Flush........... 
Schenfeld & Sons 


Max Schling Seedsmen...........00-::00000 


aiken H. W, Fairfax Adv. Agency, Inc, 


Highest in Our History 


Success story that tells itself. The dollar volume of the October COMPANION is the greatest of any 
single issue during our entire history. Here are the advertisers and their agencies whose dollars- 
and-cents confidence in the COMPANION has made this great new advertising record possible. 


AGENCY 


sninbiaaedl Maxwell Sackheim & Co., Inc. 


ee Lennen & Mitchell, Inc. 
canclinnaai Lennen & Mitchell, Inc. 


eciaaseialel The Brownson Co. 
saiceaidl Wm. H. Weintraub & Co., Inc. 


lineal Raymond |. Lang Adv. 


cael Ruthrauff & Ryan, Inc. 


Sescocieatans Advertising Counselors 


..Gordon Best Co., Inc. 


.. Batten, Barton, Durstine & Osborn, Inc. 


er Grey Adv. Agency, Inc. 

owl. F. Herman 
-occeeeDonahue & Coe, Inc. 
cleaned Young & Rubicam, Inc. 


patna The Phil Gordon Agency, Inc. 
apesvadinad Gordon Best Co., Inc. 


ame Young & Rubicam, Inc. 
nnd The Cramer-Krasselt Co. 
.... Woodward & Co. 
sossseeeeeCasler, Hempstead & Hanford, Inc. 
shaataeasal The Ralph H. Jones Co. 
-.ceeeMcCann-Erickson, Inc. 
-.sseeeLembo & Rowitt Adv. 
sania Catherine Oglesby 
-. see Bradley Lane Adv. Agency 
ciitenaa Benton & Bowles, Inc. 


cevsseeeeeee Marry M. Frost Co., Inc. 
sad Gunn-Mears Adv. Agency Corp. 


eRe Street & Finney, Inc. 


....Grant Adv. Inc. 


aise sala Mason Warner Co., Inc. 


sina Hicks & Greist, Inc. 
John F. Murray Adv. Agency, Inc. 
coseeeerant Adv., Inc. 

Grant Adv., Inc. 


amano J. Walter Thompson Co. 


call Ted Bates & Co. 
sana Buchanan & Co., Inc. 
eee Rand-Ries Adv. Inc. 
ee Needham, Louis & Brorby, Inc. 


= 2 scala Harry B. Cohen Adv. Co., Inc. 


a Guenther, Brown & Berne, Inc. 


Rae endian H. W. Fairfax Adv. Agency, Inc. 


..... Needham, Louis & Brorby, Inc. 
..Cecil & Presbrey, Inc. 
nein Peck Adv. Agency, Inc. 
sida J. Walter Thompson Co. 
... Thompson Koch Co., Inc. 
...Leo Burnett Co., Inc. 
...-Goodkind, Joice & Morgan, Inc. 
se Timely Assoc., Inc. 
simian Gourfain-Cobb Adv. Agency 
vitiieal Chas. Dallas Reach Co., Inc. 
-..eed. Walter Thompson Co. 
-eeed. Walter Thompson Co. 
-..ee Young & Rubicam, Inc. 
coeseeeel he Phil Gordon Agency, Inc. 
--dLynn Baker, Inc. 


....Ruthrauff & Ryan, Inc. 
-ueeebarle Ludgin & Co. 
-ceeeeee Walter F. Bennett & Co. 
sais The Artwil Adv. Co. 
..Chicago Advertising Agency 


..Lake-Spiro Shurman, Inc. 
..Deckerman Adv. Agency 
...Lewis & Gilman, Inc. 

..Richard & Guenther, Inc. 


ADVERTISER AGENCY 

Re EINE TRIN << cisscsantnntpinctininheonnibieibeaiend Donahue & Coe 
Scotties ud. Walter Thompson Co. 
ScotTissue.. vscrssesseceeeeeed. Walter Thompson Co. 
Sears Readers SRE m Sale eae aed 5 TE: Frederick Asher, Inc. 


Serviset Handi-Handle Dishes, Napkins etc. 
Shepherd School.. 

Shoecraft.. 

Simtex Tablecloths & Matkins. 

Singer Sewing Centers 

Sitrue Tissues 

Skil-Weave Co........ 

Soft-Weve Tissues...... 4 . 
GNI oni esisascesaseustenosaunshumianionnass 
Spencer Gifts........ 
Sta-Flo Laundry Starch 
Stratton Snow...... 
Sunbeam Mixmaster..... : : erie 
Sunbeam Coffeemaster faihcarceiae ere 
Sunkist Lemons............ 


Sunshine Hydrox Cookies. RCMB G 


Swans Down Cake Flour. 


Swift'ning........ 
Swift's Brookfield Dairy Products 
Swift's Meats for Babies & Juniors 


.. Hirsch & Rutledge, Inc. 


The Stewart-Jordan Co. 


..Friend-Krieger Adv. Agency, Inc. 
..Ellington & Co., Inc. 

.. Young & Rubicam, Inc. 

.. Franklin Bruck Adv. Corp. 
...Paul Jones & Assoc. 

ud. Walter Thompson Co. 


E. H. Brown Adv. Agency 


... HW. W. Fairfax Adv. Agency, Inc. 
a Ruthrauff & Ryan, Inc. 
.. Newman, Lynde & Assoc., Inc, 
...Perrin-Paus Co. 
Perrin-Paus Co. 


Foote, Cone & Belding 
Cunningham & Walsh, Inc. 


... Young & Rubicam, Inc. 
Swans Down Cake Mines..................0...c.ssceecesseee 


Young & Rubicam, Inc. 


..d. Walter Thompson Co. 


McCann-Erickson, Inc. 


..Needham, Louis & Brorby, Inc. 


20 Mule Team Bor ax -McCann-Erickson, Inc. 
Tampax....... -veeMeCann-Erickson, Inc, 

, ER NELER ; ..Root-Mandabach Adv. Agency 
Tom Bruce Enterprises ccssrscveeeereeePaul Jones & Assoc. 

i iitaidericinsantnivncinnrcssenadauniionnenhs ... Young & Rubicam, Inc. 


Tussy Cosmetics.............. 


U.S. Brewers Foundation 
U.S. Carpet Cushion..... 
Underwood Deviled Ham 
Union Looms 


Vanish.......... 
Vernon Kilns 


Wallace Records 

Walter Drake... 

Warner's Foundations & Bras 
Warren's Baby Pants.. 
Wash-Em Company 

Wesson Oil............ 
Westinghouse Food Crafter 
Westinghouse Laundromat & Clothes Dryer... 
Wetmore & Sugden Greeting Cards........... 
Wilson Bros....... 

Woodbury Cold Cream 

Woodbury Dry Skin Cream 


Yardley Old English Lavender 
Youngstown Kitchens..... 
Yulecards 


Zip Epilator 


... Grey Adv. Agency, Inc. 

-oeed. Walter Thompson Co. 
..F letcher D. Richards, Inc. 
... Batten, Barton, Durstine & Osborn, Inc. 
.E. H. Brown Adv. Agency 


-ced. M. Mathes, Inc. 
The Bogerts & Tibbetts, Inc. 


.O' Neil, Larson & McMahon 
... William Barber & Co. 
CJ. La Roche & Co., Inc. 
Marvin Sherres, inc. 
.. Altomari Adv. Agency, Inc. 
Fitzgerald Adv. Agency 
. Fuller & Smith & Ross, Inc. 


Fuller & Smith & Ross, Inc. 


... The Phil Gordon Agency, Inc. 
Ralph Nelms, Inc 
.Robert W. Orr & Assoc., Inc. 


Robert W. Orr & Assoc., Inc. 
N. W. Ayer & Son, Inc. 


. Brooke, Smith, French & Dorrance, Inc. 
... The Bresnick Co., Inc. 


James R. Flanagan Adv. Agency 


()MPANION 


CIRCULATION: MORE THAN 4,000,000 
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Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 
Trade Mark Registered 
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One Way to Impress the Public 


It d6ccurs to us, after reading the story of New York Times adver- 
tising censorship operations in last week's issue of ADVERTISING AGE, 
and the account of the Milwaukee Journal's actions on the appliance, 
radio and TV fronts in this issue, that one major public relations 
job for all advertising is being overlooked. 

All media have standards for their advertising columns, and while 
the standards may differ in severity or in interpretation from medium 
to medium, they are all designed to keep the advertising pages pure, 
and to protect the public against false advertising, misleading adver- 
fising, and advertising which is in bad taste. 

Yet only a handful of advertising media—notably those magazines 
like Good Housekeeping and Parents’ Magazine, which have formal 
Beal programs—ever tell the public about their activities in this di- 
fection 
+ it seems to us that if each advertising medium reaching the pub- 
lic including broadcasting and television stations and networks as 
Well as printed media—took occasion to tell their various publics 
Bbout the work they are doing to keep advertising within bounds of 
truth and good taste, they would accomplish a great deal of good for 
themselves and for all advertising. 

' An occasional story or commercial or announcement—particularly 

hen some worth while action has been taken which has a news 
@haracter—would not only be interesting to the reader or listener, 
but could be enormously helpful in raising the general impression of 
the responsibility of advertising. 

In fact, it seems likely that factual stories of this type, told sin- 
Gerely and without emotion, might be far more effective than some 
of the impassioned copy designed to “sell” advertising to the public 
which has run in recent years. 


Liquor Advertisers Have Unusual Problem 

Advertisers in the liquor field are faced with a multitude of prob- 
lems which do not face other advertisers. There are federal restric- 
tions on what they can say in their advertising, plus a host of fre- 
quently conflicting state regulations. 

But their most difficult problem seems to be that of proving to 
legislators and the public (and probably to themselves) that liquor 
advertising has no effect on total consumption or sale. “One conclu- 
sion does stand out adamantly, irrevocably and unquestioned,” W. W. 
Wachtel, president of Calvert, told the National Alcoholic Beverage 
Control Assn. a week or so ago. “That is that liquor advertising does 
not influence over-all consumption. It switches drinkers from one 
brand to another.” 

If this is true (and Mr. Wachtel had a host of figures which pur- 
ported to prove it), then for one thing AA’s editorial last week, in 
which we maintained that advertising competition generally enlarges 
a market and does more than merely switch a buyer from one brand 
to another, was completely out of joint, and we ought to extend our 
apologies to Sen. Long of Louisiana for criticizing a statement of his 
to much the same effect. 

But we are not yet ready to admit complete defeat. Maybe Mr. 
Wachtel is right as regards the liquor business, although we are posi- 
tive he is wrong with regard to other businesses. 

His major thesis, of course, was that liquor control authorities 
ought to take another look at some of the inane restrictions they have 
placed on liquor advertising, and revise these restrictions realistically. 
And on this we'll go along with him. 

But we won’t agree—not yet, at least—that advertising merely 
switches the buyer from one brand to another. At most, we'll concede 
that there is no direct relationship between liquor advertising ex- 
penditures and actual sales because many factors other than advertis- 
ing are important in determining sales volume in this field. 


— 


“Tell me about the self-adjusting, equalizi 


—£lectrical MM —— 
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shoe pi for any material again.” 


What They're Saying 


| 
| Your Market Tomorrow 

Let’s make no mistake about 
it; government is sitting across the 
| table from us when we take any 
| action toward planning for tomor- 
row’s market. 

The question, then, is what do 
we do about it. Do we throw up 
our hands and quit? Of course we 
don’t! If oilmen were that kind of 
people they wouldn't fool around 
with the risky business of trying 
| to find oil. They wouldn't strain 
| to find new products to make life 
| better. They wouldn't compete day 
and night to give the public the 
best possible products and service. 

If government is to continue to 
be our partner, then we must do 
our best to make a better partner 
of government. The way to do that 
is to work through the people. If 
the politicians will listen only to 
the voice of the voter, then it is 
our job to show the people that it 
is in their own best interests to 
make a good partner of govern- 
ment. 

Nobody will argue against bet- 
| ter government; people simply ar- 
gue about which kind would be 
better. The kind we want and the 
kind the people want is the kind 
that has made this country the 
best place in the world to live. It 
is founded first on a belief in God 
and moral responsibilities. And 
it includes a proven theory that 
freedom is best for a moral people. 
It includes the proven theory that 
privately managed enterprise, rel- 
atively free of government con- 
trol, produces the most necessities 
| and comforts for the people. 

We backslide when we elim- 
inate the methods by which our 
country has been blessed. We in 
the oil industry can give the Amer- 
ican people an even higher stand- 
ard of living through better and 
more plentiful products and serv- 
ices, but to do so we must do our 
best to fight for American freedom. 

—R. F. Baity, v. p. in charge of sales, 

Standard Oil Co. (Indiana), speaking 


at a meeting of the Kansas City Oil 
Men's Club. 


Friends 
| A disturbing trend in the busi- | 
ness of selling is the increasing be- 
lief that you can sell more by an- | 
noying people than you can by, 
pleasing them. The unfortunate | 
part of it is that it appears to be| 
true. Reports in ApvERTISING Ace | 
| often attest to this unmoral fact. | 


Excessive agressiveness is ob- 
noxious, but while many are irri- 
tated, others buy because of it. 
The dignified and highly respect- 
able method of selling is widely 
admired. But admiration doesn’t 
make the cash register tinkle. 

The unhappy conclusion is that 
you can win friends without in- 
fluencing people. 

—Bill Bowen's “Looking at it from 


here” column in the California Ap- 
parel News, Los Angeles 


Alibibi and the 40 Peeves 


As a special service to salesmen 


who have to overcome the sales! 


manager’s blasts, here is a stand- 
ard alibi chart for a full year. 

January: “People spent all their 
bucks for the holidays. They 
haven’t anything left but due 
bills.” 

Fesruary: “All my best cus- 
tomers have gone south for the 
winter.” 

Marcu: “Everybody’s worrying 
about income tax.” 

Aprit: “People spent too much 
for Easter clothes and spring ward- 
robes.” 

May: “Too much rain; the farm- 
ers worry.” 

JuNE: “Not enough rain; the 
farmers worry.” 


Juty: “Everybody is away on 
vacation.” 
Aucust: “Everybody is still 


away on vacation.” 

SEPTEMBER: “Everybody's back 
from vacation and broke.” 

Octoper: “My customers are 
waiting to see how the fall clear- 
ance will come out.” 

NOVEMBER: “Everybody’s too up- 
set over the elections.” 

DeceEMBER: “Customers 
spending all their money 
Christmas.” 


—“The Whizz,”’ published by Walter 
W. Cribbins Co., San Francisco 


are 
on 


The First Ten Words 

How can we make sure of get- 
ting the prospect’s attention? By 
making sure of the first ten words. 
Let us remember then that words 
are important things. Words can 


| start a war; words can put a baby 


to sleep. Words can blister and 
words can heal. Mark Twain said, 
“The difference between the right 
word and almost the right word 
is the difference between lightning 
and the lightning bug.” 

—Ralph Davidson, president, Adver- 


tising and Sales Club of Toronto, in 
“Events,” club bulletin. 


Advertising Age, October 1, 1951 


Rough Proofs 


Headlines are often disappoint- 
ing. For instance, a recent story in 
AA was headed, “Ohio State lines 
up,” but the story didn’t have a 
word about Vic Janowicz. 

. 


| Jimmy Dykes’ chatter about the 
baseball pennant races for Father 
and Son shoes is usually interest- 
ing, except that the fans have 
| trouble remembering that he’s al- 
| Ways several days behind the pro- 
cession. 
2 


| A cynical correspondent thinks 
| the tea industry’s new ad theme, 
| “Take tea and see,” is not very 
likely to be emulated by any 
| branch of the liquor business. 
+ 
Duane Jones, pondering the 
mystery of life, like Hamlet, is less 
likely to come up with the solilo- 
quy, “To be or not to be,” than 
“To sue or not to sue.” 
e 
Having started with Compton, 
Al Stanford is joining Benton & 
Bowles, following several years in 
the newspaper field. As far as the 
15% is concerned, he may have 
decided in favor of being on the 
| receiving end. 
e 


A stable mate for Pepsodent in 
the Lever Bros. dentrifice barn is 
Chlorodent, whose story will have 
nothing whatever to do with Miri- 
am and Irium. 


| In an inflation economy it is 
| not to be wondered at that one 
of the most popular items on dis- 
play at the Premium Show in New 
| York was the Mexican jumping 
bean. 

* 

President Truman, taking a 
| dirty dig at “slick magazine pub- 
| lishers,” said they are against sub- 
sidies for everybody but them- 
selves. 

He forgot to include their sub- 
| scribers. 


+ 
The man from Independence, 

| Mo., says he sees no reason for 
| subsidizing “huge publishing con- 
| cerns which make millions of 
| dollars in profits every year.” 
He hasn't been reading the fi- 
nancial statements lately. 

. 
| “Manufacturers and retailers 
| agree fair trade pricing is desir- 
able,” headlines the world’s great- 
est advertising journal. 

And so are Christmas, Dagmar 
and lower taxes. 

- 

The sun shines bright on Padu- 
cah, says the Sun-Democrat, which 
neglects reminding you that this 
western Kentucky metropolis was 

the home of Judge Priest and Irvin 
| Cobb. 
* 

The public relations field is be- 

ginning to take on a little glamor. 
| Ford Frick, the new baseball com- 
| missioner, started life as a press 
| agent. 

a 


The New York Times, celebrat- 
ing its centennial, is still proud of 
the slogan, “All the news that’s fit 
|to print,” but in these decadent 
| days the editing job has become a 
| lot harder. 


| Cory Cus. 
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Here's how to make the most 
Philadelphia's 


THE INQuirer is the “buyers’ guide” for 
millions in suburban towns throughout 
this fast-growing area. 


From Franklin's day to now— Phila- 
delphia's printing and publishing trades 
have led the field. Today, they're 
greater—more important—than ever. 


. = 
rn F PHILADELPHIA’S GREAT GROWTH IS CON- THE INQUIRER reaches this area in 
= b CENTRATED OUTSIDE THE CITY LIMITS. This — strength—and covers the City, too! 


| LORSs< is the “Vital Half” of America’s 3rd To be in on the ground floor in this 


market... where half the people live fast-growing trading area, give THE 


Now in its 18th and half the sales are made. INQUIRER the No. 1 spot on your list. 
Consecutive Year of Total 
Advertising Leadership 


=| The Philadelphia Pnguirer 


Philadelphia Prefers The Inquirer 


Saint pr *" Repr _— 


: ROBERT T. DEVLIN, JR., Empire Stote Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE $. DIX, Penob- 
scot Bidg., Detroit, ‘Woodward 5-7260. West Coast Representotives; FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 * 1127 Wilshire Bivd., Los Angeles, Michigan 0578 
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Radio Promotion Available 
Materials developed by the 
United Detroit Radio Committee, 
which is spending $1,000,000 to 
promote radio (AA, Sept. 17), will 
be made available to other stations 
interested in similar promotions. 
The committee’s address is 1316 
Penobscot Bldg., Detroit 26. 


Davis Organization Named 

Ray H. Davis Organization, Chi- 
cago publishers’ representative, 
has been appointed midwest rep- 
resentative for Improvement Era, 
Salt Lake City. 


DiMeo to Edwards Agency 

William DiMeo, formerly with 
Milliron’s, has been appointed art 
director of Edwards Agency, Los 
Angeles. 


Japanese Imports Idle 


75% of San Diego 


Tuna Fleet; Boat Owners Plan Ad Campaign 


San Dieco, CAt., Sept. 26—The 
American Tunaboat 
voted to set up a $500,000 annual 
program to stimulate 
domestic consumption of canned 
tuna. 

The association is composed of 
owners of the big tuna clippers 
based in southern California ports. 

Frank Perry, president of the 
association, said the program will 
include an institutional-type ad- 
vertising campaign designed to in- 
crease sales of all brands of Amer- 
ican-caught and packed tuna. 

Harold Carey, secretary-mana- 
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Assn. has} 


increased | 


ger of the association, said the 
| group has given no consideration 
| to selection of an agency as yet. 

The Armstrong-Schramm Co. of 
/San Diego currently is handling 


in connection with a campaign to 
combat heavy imports of fresh and 


cessing in American canneries. 


s The imports have idled three- 
fourths of the big tuna clippers! 
based in San Diego, which total} 
about 200, and have severely re- 
stricted the activities of purse 
seiners out of San Pedro. 
Canners and representatives of 
the tuna clipper engineers union 


terest in the program, 
possible participation. 
Bates Harper, general manager! 
of Westgate-Sun Harbor Co., which | 
markets the Breast-O’-Chicken 


public relations for the association | 


frozen tuna from Japan for pro-| 


and the cannery workers and fish- | 
ermen’s union have expressed in-| a low tariff on imports of canned 
indicating| tuna 


brand, and Glenn E. Copeland, 
general manager of the Van Camp 


Sea Food Co., both noted that talks | 


on a joint program have long been 
under way. 

The canners said all tuna mar- 
keters are planning heavy adver- 
tising campaigns on behalf of their 
own brands, and saw a distinct 
possibility of later joint action 


similar to the institutional type of | 


approach 
owners. 


launched by the boat 


e Mr. Carey said that the boat 
owners would welcome support in 
the program from canners and the} 
unions, but felt that it was neces- 
sary for someone to take the lead. 
The problem is a complicated 
one growing out of heavy imports, 
which have resulted in high in- 
ventories by domestic canneries. 
Prior to Jan. 1, 1951, there was 


and, during 1950, this 
amounted to 2,500,000 pounds— | 
about equal to one-fourth of the) 
U. S. domestic consumption. 

On Jan. 1, however, a 45% tariff 
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Yours in Portland 
and the Big Oregon Market 


Yours with the Northwest's Largest 
Newspaper...The Oregonian 
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Here’s the nation’s 8th city in per capita Effective The Oregonian gives you more selling power with ; 
Buying Income. Add it up to an annual buying 3,835 more home-delivered circulation than the 2nd : 
i power of $5,929 per family for your products! Big paper. Sell 6 out of 10 total Portland families with ' 
: dollar opportunities for you! The Oregonian! ' 
; 1 
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; City and Retail Trading Zone City and Retail Trading Zone 
{ 
: ' Add to your customer list the buying power of The Oregonian’s circulation leadership gives you 
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: and suburban market area! A 10-year population urban area. A 64% gain in 10 years! Your sales 
{ growth of 37%, opportunities grow with The Oregonian! 
: . 
Me, - -— oo -— 
oe ee we ee ee ee Oe em ee Kem meee Oe OO ee er nee eee er! ~\ 
! 
The Oregon Market The Oregon Market 
And see how Oregon, plus seven southwestern Wash- The Oregonian delivers your sales message into : 
ington counties, gives you the solid buying power of eee 230,801 Oregon Market homes every day. More 1 
a 561,900 family region with $2,346,000,000 E.B.1. - et selling power with 34,865 daily leadership over the ; 
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went into effect and canned tuna 
in oil disappeared from import 
lists. The shift came, however, in 
| the offering of large amounts of 
| frozen tuna and albacore by Jap- 
anese fishermen for sale in the 
U.S. 
| 
@ Major brand canners, located 
| exclusively on the Pacific Coast, 
shunned the product, but later be- 
gan buying it in fairly large quan- 
| tities because they found that if 
they did not, it was purchased by 
East Coast canners as a fill-in 
product between produce canning 
runs or canning of other types of 
| fish. As such, it was not sold under 
| brand names, but usually went in- 
to the institutional trade. 

Purchase of the Japanese tuna 
| by West Coast canneries has idled 
| most of the domestic fleet, and can- 
|ning by eastern interests has re- 
sulted in less production by West 
Coast canneries. 

Mr. Harper notes that it has 
| brought about an unhealthy condi- 
| tion in the industry. He and other 
canners have endorsed the boat 
owners’ proposals, introduced in 
Congress by Rep. Clinton D. Mc- 
Kinnon (D., Cal.), for a 15% to 
30% graduated tariff on frozen 
tuna which now enters the country 
duty free. 


@ Mr. Carey sees the campaign to 

|increase domestic production as 
| something which may result in 
establishment of something similar 
to the American Meat Institute. 

He notes that, on a price basis, 
tuna competes very well, because 
there is no waste to the canned 
product and its protein content per 
dollar is much higher than other 
protein foods. 

The price on the grocers’ shelves 
is actually lower now than it was 
in the pre-World War II period, 
he declared. 

Funds for the program will be 
raised by a per-ton assessment 
against boat owners, on the basis 
of tons sold and delivered to 
American packers. 

Mr. Perry said the program will 
include a test kitchen for develop- 
ment and testing of recipes using 
tuna, and a public relations pro- 
gram to tell housewives, by use 
of all media, new ways to use the 
product. 


Four Major Radio Nets 
Become Members of BAB 

The four major radio networks 
have joined the membership ranks 
of Broadcast Advertising Bureau, 
New York. Included are _ the 
owned-and-operated stations of 
American Broadcasting Co., CBS 
Radio Division, and National 
Broadcasting Co., bringing the 
promotion bureau’s membership to 
| 910 stations (Mutual owns no sta- 
| tions, but its stockholder stations 
| belong). 

Combined dues to be contributed 
by the networks and their stations 
during the next 12 months will 
total $172,000. CBS’ and NBC’s 
owned outlets have been BAB 
members for several months. 


| White Stag Names Four 


C. L. (Ted) Baum, advertising 
director, has been promoted to di- 
rector of sales and promotion by 
White Stag Mfg. Co., Portland, 
Ore. William W. Marsh, formerly 
Portland traffic manager of West- 
ern Air Lines, has been appointed 
sales promotion assistant, and 
Betty Lancaster, formerly v.p. of 
Alport & O’Rourke Advertising 
Agency, Portland, has been named 
advertising assistant. Howard 
Minch, sales manager, has been 
boosted to director of merchandis- 
ing. 


IPI Sponsors Three Contests 

Cash prizes totaling $1,690 will 
be awarded in three contests for 
high school students sponsbred by 
International Printing Ink, New 
York. Separate prizes for boys and 
| girls will be given for essays on 
|“Color Printing in a Free World.” 
| The third contest is for designs of 
IPI certificates of honor, awarded 
yearly to teachers cooperating in 
‘the competitions. 
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More than 2 billion dollars in farm income, averaging $10,462 
per farm in 1950, makes lowa the wealthiest agricultural state 


in the nation. 


It's a year around market where the flow of income varies only 
3 per cent or less from month to month . .. where 76 of the state’s 
99 counties are predominantly rural. Forty-one of the 200 top 
farm income counties in the United States are in Iowa. 


No wonder Wallaces’ Farmer and Iowa Homestead is first 
among local farm publications in commercial linage—first in 1950, 
and again in 1951 with a gain of 27,202 lines for the first nine 
months as compared with the same period a year ago. 

The best farm market in the nation and the best media in that 
market add up to the best advertising buy. 


... Best by Every Standard of Measurement 


COVERAGE. Nine out of 10 of the best 
farm families. Check ABC figures in 
Standard Rate & Data. Send for the 
circulation breakdown county by 
county and post office by post office. 


QUALITY OF READER. Highest income 
per farm. See study titled “ Measuring 
the World's Biggest Farmer” based 
on U.S. Census Bureau tabulations. 
Compares subscribers with other 
farmers. 


READER TRAFFIC. Highest cover-to- 
cover readership. See Continuing Study 
of Farm Publications No. 4 for infor- 


mation on intense reader interest by 
both men and women. 


READER PREFERENCE. Depended on 
for more different kinds of farming in- 
formation than any other publication. 
Send for study “InFAR Mation Please” 
based on Iowa State College survey. 


DEALER PREFERENCE. Your dealers are 
in a key position to know where their 
customers get their buying informa- 
tion. Tell us the kind of dealer in 
which you are interested; we'll give 
you the dealers’ answers on the media 
and type of advertising he prefers. 
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Newspaper Controllers Told That Shortage 
of Skilled Printing Help Is Now Serious 


Sr. Louts, Sept. 25—The short- 
age of skilled printing help is 
“one of the main problems con- 


confidence and that “reader con- 
fidence is like advertising itself— 
it’s a long-pull proposition that 


fronting the newspaper publish-| requires sustained effort.” 


ing business today,” 
John A. Hogg. manager of the Mis- 
souri Press Assn 

In a talk before the fourth an- 
nual meeting of the Institute of 
Newspaper Controllers & Finance 
Officers today, Mr. Hogg quoted 
estimates that 1,500 printers die 
each year and said he is convinced 
that they are not being replaced. 

He urged publishers to encour- 
age enter the 
printing trade or prepare to face 
the fact that printers will be in 
short supply for years to come. 

Frederick L. Deming, v. p. of the 
Federal Reserve Bank of St. Louis, 
said that the key factor in fore- 
casting economic trends during the 
nine months is the con- 


young people to 


coming 
sumer 


e “Will he use all of his potential 
purchasing power, or will he save 
more and thus bring his buying 
power to balance with the supply 
of goods and services?” Mr. Dem- 
ing asked. “My guess,” he said, “is 
that the consumer will do some of 


both. The net result should be 
some increase in consumer sales, 
but not as much of an increase as 


retailers hoped for. That guess im- 
Plies the strong possibility of 
cfeeping inflation.” 

L. E. Pritehard, research direc- 
tor and chairman of the censorship 
committee of the St. Louis Post- 
Dispatch, said that his paper sacri- 
fices nearly $250,000 worth of ad- 
vertising each vear, because of its 
cénsorship policy 


@ “The purpose of advertising 
censorship,” Mr. Pritchard de- 
clared, “is to forbid the publica- 


tion of anything in advertising that 


ig objectionable It is a service 
réndered the public, not a harm 
done to it. It is for the protection 


of the reader.” 
He said that the Post-Dispatch 
feels its policy helps build reader 


according to} 
| Times-Mirror Co., Los Angeles, 


H. W. Bowers, treasurer of the 


reported on results of his com- 
pany’s “audit of employes’ atti- 
tudes.” 

Employes, he said, were given 


a list of 31 items pertaining to 
management policy and working 
conditions. They were asked to 
check the eight which they con- 


sidered most important. The re- 
sult: 
1. Steady employment 81.7% 
2. Hospitalization, sur- 
gical plan ~- 65.7 
3. Working conditions 65.6 
4. Group insurance plan 62.5 
5. Retirement-Income plan 51.4 
6. Vacation 49.3 
7. Chance for promotion 45.7 
8. Company reputation 
prestige 39.3 


Equitable pay for work accom- 
plished was 13th on the list, with 
a “score” of 26.1% 


es James R. Foss, controller of the 
Eagle-Tribune, Lawrence, Mass., 
described how his paper has “vir- 
tually eliminated short rate bills 
and received payment of charges, 
in most cases, by the 15th of the 
following month.” 

Except for special rates such as 
amusement, Page 1, political, legal, 
etc., the paper has two basic rates 
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—run of paper open space and 
fixed space. 

The open space (r.o.p.) is 
charged at a flat rate with dis- 
counts ranging from 2% to 3314 %, 
depending on the linage run by an 
advertiser in a given month. 


@ The fixed space rates are sub- 
divided into thrice-weekly and ev- 
ery-publication-day groups. Eith- 
er of these may be ordered on a 
monthly or yearly basis. 

Mr. Foss said that the formula 
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accomplishes two objectives: (1) 
advertisers have the incentive of 
using more space and thus lower- 
ing the rate, and (2) since the 
discount is offered only if all past 
due accounts are paid and the 
previous month’s billing is paid 
by the 15th of the following month, 
few advertisers are late in paying. 
If they do not pay by the 15th, 
they are almost certain to be a 
collection problem and steps are 
taken accordingly. 


| Wagner Joins Weintraub 

Raymond Wagner has been ap- 
pointed director of the television 
commercial department of Wil- 
liam H. Weintraub & Co., New 
York. He formerly was in charge 
of TV commercial production at 
Kenyon & Eckharat. 


Harrington Retires as A. M. 

Edward C. Harrington, advertis- 
ing manager of the fiber depart- 
ment of E. I. du Pont de Nemours, 
Wilmington, Del., has retired after 
22 years with du Pont 


‘Audit Bureau Plans 


Program for Annual 
Meeting in Chicago 


Cuicaco, Sept. 28—Eve-witness 
reports on headway made by the 
Crusade for Freedom campaign in 
Iron Curtain countries will be 
given at the Congress Hotel here, 
Oct. 25, by C. D. Jackson, publisher 
on leave from Fortune and presi- 
dent of the National Committee for 


What Makes An Ad Great? 


Sometimes, it’s copy . . . sometimes, art . . . sometimes, 
a combination—but always, it’s return on investment. 


Here’s a great ad of Young & Rubicam. It first ran in 
1930 as the fifth ad ina FORTUNE campaign...and it has 
appeared in FORTUNE as recently as June of this year. 


It’s sometimes hard to measure advertising results, but 
in commenting on this ad, Raymond Rubicam stated,* 
“There is no doubt in my mind that the series of advertise- 
ments which Young & Rubicam began with the first issue 
of FORTUNE in 1930 was a powerful aid to the agency's 


success and growth.” 


Y&R has never missed an issue of FORTUNE in 21 years. 
And if there is one single reason why FORTUNE is the 
right magazine for Y&R it is—IMPACT... 


ACCORDING TO FORTUNE Impact is that quality 
in a magazine that captures the interest of 
management men—and prepares their minds 
to receive an advertising message. 


For real IMPACT with men who are important to your 
company, join Industry’s most successful advertisers in 


* "The 100 Greatest Advertisements.” The Moore Publishing Company, New York 


Free Europe, sponsor of the cru- 
sade. 


turned from Europe, will address 
a luncheon audience during the 
37th annual meeting of the Audit 
Bureau of Circulations Oct, 25-26. 

ABC's first day’s sessions will 
include presentation of the annual 
roport by H. H. Kynett, ABC pres- 
ident, and talks by Floyd Chalm- 
ers, executive v.p. of Maclean- 
Hunter Publishing Co., 
Albert Brown, v.p. in charge of 


Fortune 


19 


advertising of Best Foods Co., New 


| York, and Louis N. Brockway, ex- 
Mr. Jackson, who recently re-' 


| 


Toronto; | 


ecutive v.p. of Young & Rubicam, 
New York 

In the afternoon, divisional 
meetings of advertisers, agencies, 
and various media will be held, 
and directors will also be nomi- 
nated. Election of these directors 
will take place Oct. 26 during the 
general sessions which will close 
the meetings 


Billy Graham Goes on TV 
Billy Graham has begun pre- 

senting his “Hour of Decision” 

program over ABC-TV, at 10 p. m., 


EST. The evangelist has been 
heard in a Sunday afternoon 
broadcast over ABC for some 


time. Television time for the Billy 
Graham Evangelistic Assn. was 
bought through Walter F. Bennett 
& Co., Chicago, which also han- 
dies the radio program. 


Margolis Joins Macmullen 

Dave R. Margolis, formerly with 
Design Built Studios, has joined 
Macmullen Associates, New York, 
as sales consultant 
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HOW COME 
TRUE STORY 
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MUCH NEWSSTAND |} 
RCULATION EVEN |} 
IN THE TOP 
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TV NOR ANY OTHER 
MASS MEDIUM CAN ANSWER 

E VITAL LOVE, MARRIAGE 
FOR MILLIONS OF WOMEN 


R OF TRUE STORY WOMEN'S GrouP 
.+ PERSONAL BEHAVIOR MAGAZINES ! 


De os Ge |. i! ae. ee ers he Peas 2 oS ¥ i aR eee aan ey 0 ae i E a hye. a otal 
2 4 4 : F; A ; ‘ a a “ a oi 8 a rae rT ee ie ¢ ie i ie a ees i, is ee se : ¥ meee Date be 
: a ‘> “ z . 5 . ‘ : oe, “ae 

OW 
ie 
tS 
: Sy 
oF 
g « only “ne =e . . a cag. 
3 al : ony 
oe. > a. 
i 3 “af 4% 
} ; ag 
} t ¢ : rs 
at ; ae 
; ge 
bs eek ale 
ee ary 
| = ae 
i] re. es 
| = witty e 
| = 3 eae 
| Wey 
sy mee ale 
ff my “i a3 
‘ is 
3 ; rs a Ss 
; 3 Rsk 
iP a We 
g 2 iy 
: ae B ne 
s P ee 
| ‘ en 
\ : er 
i eo a 
: eo * 
‘ ‘ ts z 
4 — & 
ro 
ff : Toe 
es * 
ee! 
i aN 
Cagis 
he Bd ce 
c -” . 
‘ 3 5, het 
i _.. 
} tay 
: a : ae 
af ries 
’ , ee 
\ F a ae 
= aes 
| Rl 
i J . > Te 
7 + wid tas 
t « aS 
x ae 
= re 
~ ne nis “ ~~ * pias 
Q = r) RBS 
j . é are erBe Bas 
ta he, ee eS 
‘ : oe 
' a 
{ a ¢ eo 
; ys eS 
A z . 
s 
aap” 
ee a ‘i. 
j ‘ “ = Res 
he | a a - 
o | a s ve 
uae eae 
; : ae Ms i a a, 
oi ‘eam ‘ me 
. : a Ai ES . | 7 
a oe Es my et 
: i. a 3 by aa ; «| 
Be - ee —— e : : oo >} 
et > fae ae oo aS 
5 Be : i .. ee , oe ‘ F ae 
; ; # ies : oa e: si its gs 
: $e as : y eg vo 
cane ee pk 
abs 0 ee ge : ge 
; — ot. ee iis 
5 ae em > | aa re: 
ae eee eg eee me oS i 
ee Lae: wt de pe sees @ a Pie 
te ee or te A eg i a et Se 
ee a oe eee er 
Se. eam ee 
ee hee ‘Se ies fae 
ee Cee . ey emia ome 5 Tate 
Pent sear’ aoe Pe ey Oe 2 Pe i 
hs : si ed ae oes a Oe aaa « aes, a - a 3 sere Ere 
} ME ea ee Go ee ; a use 
. ue Bc. S (ee ae ) Ee i es 
I ae iy a ave. Ay ie 8! En eG Le innit: seas AeA a alle 
4 i - ig Vc ae t Cites. - aes sia se - - "Ree 
a we xs a Tay 
a ie = a Demme! Se eee . sh Ma 
Sie > Sia a Se eae a ye Ne 
ae wince 2, ee Se ee se 
i ats ae . — a 4 eee ere bs 2 
me 2 ease <4 a Beret oi ee as 
ae feet = Bee a8 Seer eee ae. pee 
Ds om Shae na my ots pe yi ieee wa “ oa Dal 
' to a), “4 es 2 ee carey 
ie ete : ms Aa : Bee She a 
: ig in Ai oe ae A aa ‘é yA 
ee is “See cca eo oe eee ge 
eh eae ce Rog 7 ae Le aA 
: te: ec ee —— ‘ was a als : 5 y. ee 
Cut os aa a: Sr ts Pel. 
Ce le eae oe Be he ae a] : Teed 
eee ene ah - oa ee Se pry 
eae abe ag ae peel 
sre ces ee Aw ba ~* Pe le ba e = 
} e* ea a ha a ee: on 
on re ie we 
| ee A ae mf eel 
eee a 
(tone a aed eK Sot 
Mme eis ot ae 
RR A ee ; oe 
oa PE a 
Be _ ae 
: Pe. 5 — eS: 4 
aoe lee aaa 
< ae. 
1 3 - Ee ae 
tae . pn 
— 5 aaa : a : rae eas. 

Se ea ai ta 2 ee oe E ss = ne aor ge ‘ +22 ce. . ee : ae dl =) s ae et hat 5 ok OBA 

ae ae alt! > dl aa Sr 4+ PERE Cok. -% — an "ogg ane oe as Se ee ete es | Ses at a , et pak Se gle 

So ei ag MMe alo ES \ Lege, Ee: | ae ae ar iG: Wj Sy, agie tee Se ema PS ae aoe 


22 Advertising Age, October 1, 1951 
. chief with Fletcher & Ellis, J. the year he purchased the agency and will direct his San Francisco Kelleher to Leave Wards 
‘ Walter elr M. Mathes Inc., Lord & Thomas from those principals. and Honolulu radio interests from William O. Kelleher is resign- 
: and Kenyon & Eckhardt before — ithe ilies Hien tients ing as agtienet merchendising 
oni s own ¢ “y i i itchi n association w am: manager 0 ontgomery Ward & 
n opening his own agency. . Glavis Joins Ritchie Agency _|and Elroy McCaw, Mr. Keating Co. Chicago. 
osing op; hare yaees am, eee ‘. nants R. Glavis Jr. anger in has purchased KWJJ-FM, Port- 
ad manager for a client, Publicker the advertising department of the Jand, and has applied for a TV ’ a : , 
ie Industries of Philadelphia. In this Houston Post, has been named an jicense for the station. Joins ‘Nation's Business : 
. von . ov asttet..| ane Prose . itchi William I. Englehart has been 
capacity he supervised the activi- account executive with Ritchie - Resin. : se 
olns ona ue i “Publi , agencies Advertising Agency, Houston : appointed Cleveland advertising 
a a of cane yp bd re rs es er Hampton Joins LaSalle Hotel | manager of Nation's Business. 
and received solicitations from . . Mary Anna Hampton, formerly 
New York, Sept. 25—-Walter agencies for several unallocated Keating Repurchases Studio; with McCann-Erickson, Chicago, Bushong Moves in Portland 
Weir, who has operated his own divisions of the Publicker account. Buys into KWIJ-FM. Portland ja; been appointed director of Bushong & Co., Portland, Ore., 
agency for the past six years, will Mr. Churchill has been presi- Jack Keating has repurchased public relations and advertising) printer, has moved to 1909 NE 
close up shop and join Donahue & dent of Donahue & Coe since 1932, his Portland, Ore., recording studio, of the LaSalle Hotel, Chicago. | Union St. 
Coe on Oct 1 _ ——~7~E a - - ~ - - a oni 
With him, AA 
learned today, 
will go most of 
a his present ac- 
3 counts—-and per- 
a haps $1,500,000 


in billings. Mr 
Weir's clients to- 
day include Tur- 
ner Construction 
Co., Stoppers 
Inc., Holland- 
America Line, 
Standard Out- 
< door Advertising, Cape Cod Cham- 
ber of Commerce, Kobrand Corp 
and the Puerto Rico Visitors Bu- 


Walter Weir 


Kroger sells 3* out of every ‘1 worth 


reau 
& David Echols, executive v. p. for 4 
a Walter Weir Inc., and Wilber B 4d : 
Downes, v.p. and secretary, will i 
join Mr. Weir at Donahue & Coe 
Doris Davies. media director for 
‘a Mr. Weir, will also go along, act- 
sl ing as Mr. Weir's special assist- ' 
- 
4 “More than 2,000 Kroger stores are scattered 
fem = @ Reported reason for Mr. Weir's | throughout the heartland of America. Nearly half 
e dé@cision to close down his small ‘ _ cape 
em 8 8=6obut highly personalized service | of our sales are in rural communities. The millions 
S operation and to join a much larg- | of prosperous farm people who trade with us de- 
fi ef agency is that several adver- . . " ° 
; tiers let him know they would mand the same high quolity merchandise as city 
% i lige to do business with him, but folk. 
“oa ee bc op aes “We think of Kroger as operating a merchandis- 


Loss of the McCall's account this 
month to the larger Cunningham & 
Walsh was said to be the imme- 


ing democracy. The more than 3,000 grocery items 
elected to shelf space in our stores are there be- 


diate cause behind Mr. Weir's cause our public—the customer—selects them. A 
ait now to a big agency opera- major factor in determining the public's choice is 
tiém. In the past, Mr. Weir had 


brand advertising. The manufacturer who adver- 
tises both to the rural and the urban public has a 
real advantage.” 


logt Arnold Bread and the Metro 
Gfoup to Benton & Bowles and 
William Esty Co., respectively, 
both large agencies. 

AA learned that Mr. Weir 


has 


be@n on the point of merging a 
number of times in the past six 
years. Some 26 agencies are be- 


lieved to have approached him on 
either a merger or a buy-out basis 
One agency president recalled that 
Mr. Weir and E. J. Churchill, 
president of Donahue & Coe, sev- 
eral years ago were talking of 
combining their operations, but 
that nothing had come of the idea. 


x0 Donahue & Coe, with billings 
estimated at $14,000,000 annually, 
has no major representation in 
the food, drug, liquor or automo- 
bile fields—in all of which Mr 


Weir has had experience 


ai Sa sassesses rT Ra = 
e Mr. Weir began his ad career “ > eaee: ae a 
in 1928 with N. W. Aver & Son. — . ose it | 


He later became a copywriter for 
Blackman Advertising and Brown 
& Tarcher. He served as copy 


“During the past generation food buy- 
ing habits of farm people have } 
changed amazingly. The modern, suc- | 
cessful farm family is too busy produc- ' 
ing cash crops to try to grow most oi 
its own food. That is why our farm 
customers buy conveniently packaged 
groceries, in virtually as wide variety 
as our city customers. The only signifi- 
cant difference is that farm customers 
usually have larger families and buy 
in larger units.” 


C. E. ARMSTRONG, 
Director of Grocery Merchandising, 
The Kroger Company 


New... 
By ADVERTISING 
NOVELTY in the 

Ma 


LF gic Folder 


The Trickiest Most Useful Bilifeld 
Ever Offered 


AN INTRIGUING GOOD-WILL BUILDER 


Solves your “search” for a ‘different’ 
name-imprinted novelty give-away. Magic 
ally and mysteriously locks bills securely 
under cross strops—with a quick “turn 
over’ of the Folder—separates dollar bills 
from larger bills in a twinkling—eppears to 
change serial numbers from one dollar bill 
“ to another, each time the Folder is opened. 
Size 6%” x 3%” closed; pure virgin viny! 
plastic, won't dull; outwears leather; o mod- 
ern replacement for the conventional wallet; 
for pocket or purse; color choices. Write 
today for quontity prices and circular. 
CHARMS & CAIN (mfrs.) 

407 $. Dearborn St., Dept. AA-4, Chicago 5, III. 


In the Kroger Food Foundation’s four labo- 
ratories over 350,000 separate product deter- 
minations were made last year. Grocery items 
are exhaustively tested for flavor, uniformity 
of quality, keeping properties, packaging, con- 


Typical of the 25 Kroger warehouses from 
which deliveries are made to some 2,000 
Kroger stores in 19 states is the one above at 
Madison, Wis. Kroger handles an annual 
tonnage of more than four billion pounds. The 
company’s 25 processing and manufacturing 
units include 14 bakeries. 25,000 employees 
serve an estimated 10 million customers. 


tent of food elements, sensitiveness to tem- 
perature and moisture, cooking properties, 
etc. Changes are frequently suggested. 
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Dunhill Experiments 
with Dailies, Radio 
in Two-Market Test 


CLEVELAND, Sept. 25—Dunhill 
cigarets are being promoted here 
and in St. Louis as part of an un- 
usual test campaign. Introductory 
promotion will run through March. 

Dunhill’s test schedule in Cleve- 
land includes two advertisements 
a week, alternately 600 and 1,000 


lines, in the city’s three dailies— 
the News, Plain Dealer and Press. 

Dunhills also will be plugged via 
daily spots on WEWS, WNBK and 
WXEL (all of Cleveland’s video 
stations), according to plans dis- 
closed here. 

George Harris, bantam-size for- 
mer vaudeville star, is in charge 
of plugging the long Dunhill cig- 
arets here. He is responsible for 
the Dunhill displays in the chain 
stores of Standard Drug Co., Gray 


Pay and Foodtown stores in the [ssues Point of Sale Book 
Cleveland area. “4 Dennison Mfg. Co., Framing- 
Biow Co., New York, is the ham, Mass., is offering a free book- 
agency. |let, “If You Could Only Be at 
Every Point of Sale,” detailing 
Sheatfer Plans Pen Drive how informative labeling can pro- 
W. A. Sheaffer Pen Co., Ft. Ma-|™ote retail sales. 
dison, Ia., will use 106 newspapers 
and magazines in its biggest GE Supply Promotes Roche 
Christmas campaign to date. News- William J. Roche, manager of the 
paper mats, radio and TV spots home laundry sales division, has 
and window and counter displays been promoted to advertising and 
are being sent to dealers. Russel sales promotion manager of Gen- 
M. Seeds Co., Chicago, is the agen- eral Electric Supply Corp., Cleve- 


Drug Co., Kroger’s, A&P, Pick-’n- cy. 


! land. 


| of food sold at retail in the U.S., and... 


ARE IN RURAL COMMUNITIES” 


er 


Take another look at Rural America—your biggest 
market for profitable new sales. 

For here, one out of every 3 retail dollars is spent... 
for foods, drugs, appliances, textiles, transportation— 
) any mass product you may sell. 

Is enough of your advertising reaching rural families 
with salesmaking power—directly in’ their rural 
magazines? 

Country Gentleman is the Number One farm maga- 
zine to carry your story, because— 


As one of the “big 3° U.S. food chains, Kroger 
has pioneered the point-of-sale promotion of 
national brands—including dairy products 
such as butter, margarine and prepacked 
cheeses. A typical Kroger supermarket carries 
“every thing _ baby fas to shampoos.” 
Among non-food items, health and beauty aids 
amount to many millions of dollars annually. 


1 Retailers in major lines say : “Country Gentle- 
* man helps me most to sell my best rural cus- 
tomers.” 
2 Advertisers have proved its sales influence, 
* investing year after year more dollars in 
Country Gentleman than in any other farm 
magazine. 
Country Gentleman is read more, used more, 
* liked more by 2,300,000 prosperous families 
throughout Rural America, as revealed by a recent 
nationwide survey. 


Try ours—six unified services; 
art, typography, photography, 
photoengraving, color 
process and electrotyping 

all at once and every day! 
You can get assistance 
in anyone of the six by 
themselves or use them oll 
simultaneously; in either 
case you'll be pleased with 
the cooperation, service and 
help you get from Pontiae. 
Write or call and let 


\ 


us tell you more, 


ART Work 
PHOTOGRAPHY 
wy NIFI 
xr oor A? ypine U ED 
Ngnot™” SERVICES 
t 


Pontiac 


Engraving & 
Llectrotype Co. 


812 W. VAN BUREN STREET 
HA ymarket 1.1000 © Chicago 7, Illinois 
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Along the Media Path 


e@ The Sept. 16 issue of the Jour- 
nal, Portland, Ore., carried what 
it calls.one of the largest special 
sections on women's shoes to run 
in any newspaper. Using four-col- 
or plates from the St. Louis Post- 


Dispatch, the 


pages and 


section ran eight 


contained more than 
800” of paid advertising from 17 of 


the 18 local retail shoe accounts. 


e Standard Rate & Data Service 


» 


\= “SALES - 


- 


GAS HEAT 


“= COVERS THE PROBLEMS 


“OF MERCHANDISING 


INSTALLATION 


+ SERVICE - 


“MANUFACTURED GAS 


NATURAL GAS «+ L-P GAS 
Write for statistical data 


HEATING PUBLISHERS, 
~17 €. 370 be 


Sth aaa = 


— YORK 16, N.Y. 


INC. 


has published its 1951-1952 edi- 
tion of Consumer Markets, which 
includes basic marketing statistics 
for every state, county and in- 
corporated city of more than 5,000 
population in the U. S., plus all 
cities with daily newspapers or 
radio stations, regardless of size. 
One of the major additions to the 
new 720-page volume is the rank- 
ing of the 300 largest industrial 
counties and all cities of more than 
50,000 population by nine classes 
of retail sales, per capita sales, per 


household retail sales, households 
and population. 
e@ Boys’ Life, New York, has 


formed a reader panel consisting 


of 2,500 Boys’ Life subscribers, 
ranging in age from 11 to 17, plus 
a sub-panel of 300 Cub Scouts, 


ages 8-10. The panel is geared for 
research in premium testing, prod- 
uct testing, consumer research, 
copy research, opinion polls, etc 


e The Bergen Evening Record, 
Hackensack, N. J., has completed 
the move to its new plant. Cele- 


brating the event, the paper pub- 
lished a special 128-page issue, 
which was printed on its new 295- 
ton Scott press. The press turns out 
16 pages at a time at a speed of 
50,000 copies an hour. 


e Station KHQ, Spokane, is cele- 
brating the completion of its new 
826’ transmission tower, tallest in 
the West, and its new 5,000-watt 
transmitter. The Sept. 16 Spokane 
Spokesman-Review carried a spe- 
cial eight-page section on the new 
tower and the station's services 
and staff. 


e@ “Vital Statistics for Chicago Ra- 
dio Timebuyers” is WBBM's latest 
presentation. In it are included 
data comparing the station's posi- 
tion in the top ten local daily pro- 
grams, listeners per dollar, quar- 
ter-hour “firsts,” etc., plus a list- 
ing of national and local advertis- 
ers buying time on the station dur- 
ing the first half of 1951 


@ Station KTXN, Austin, Tex., has 
completed a new study, “The 
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Latin-American Audience and 
Market of Austin, Texas,” which 


details complete market data of 


the station’s Spanish-speaking 
audience, including sets in use, 
Station preferences, exposure to 


other media, etc. 


@ The Morning Star and Register- 
Republic, Rockford, Ill, has is- 
sued a new fact sheet containing 
the latest data on Rockford’s posi- 
tion as a test market. 


e@ United States Printing & Litho- 
graph Co., Cincinnati, has com- 
pleted its plant expansion and 
modernization program begun late 
last year. Included in the program 
was the construction of a one-story 
addition to the present building; 
the installation of new high speed 
multi-color presses and_ other 
equipment. The entire program in- 
volved expenditures in excess of 
$1,000,000 


e@ Station WXEL, 
leased the Esquire 
for conversion into a_ television 
studio-theater. Work will be 
started immediately and the sta- 
tion estimates programming from 
the new studio will begin early 
in November. 


Cincinnati, has 
Theater there 


e@ The Toronto Telegram has com- 
pleted the first year of its safety 
campaign designed to encourage 
safe driving among its truck driv- 
ers. At the completion of one year 
of accident-less driving, drivers 
receive $25; for two years, they get 
$50, and for three or more years, 
$75. The 37 winners this year 
drove a total of 1,000,000 miles 
without a single avoidable acci- 
dent, the paper reports. 


e NBC Spot Sales now bills TV 


as the “No. 1 visual mass medium 
in key markets.” The net contends 
that TV set circulation now sur- 
passes circulation of the leading 
newspaper in at least eight top 
markets. 

e Net paid circulation of Dell 
Modern Group during the first 
half of 1951 is up 10% over the 


same period last year 


e@ Station WNBT, New York, took 
a full-page ad in the Sept. 11 
Journal-American on_ behalf 
of Radio Free Europe. Readers 
were asked to send in their “‘com- 
mercial for democracy,” along 
with a monetary contribution to 
help support the fight against com- 
munism 


e The Philadelphia Bulletin, 
which normally does not carry 
liquor or wine ads, broke prece- 


dent recently to carry full-page 
ads by Margo Wine Co. calling 
attention to the Crusade for Free- 
dom 


@ Some 350 persons attended the 
recent 1951 Pendleton Round-Up 
aboard the special Let ‘er Buck 
train, sponsored each year by the 
Journal, Portland, Ore 


e@ Parents’ Institute and Western 
Union have undertaken a joint 
promotion whereby promotion fly- 
for subscriptions to Parents’ 
Magazine are enclosed in birth an- 
nouncement telegrams. In addi- 
tion to the flyers, counter cards 
have been placed in major West- 
ern Union offices throughout the 
country. Subscriptions can be 
placed through any Western Unior 
office on a cash or charge basis, 
or by phone 


ers 


e@ The story of the 28 Jewish com- 
munity service and welfare insti- 
tutions, having a net worth of 
more than $400,000,000, is told for 
the first time in an historical work 
produced by the Sentinel, Chicago 
Anglo-Jewish weekly, as part of 
its 40th annual Rosh Hashana is- 
sue Sept. 27. 
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KING.-TV Thinks It Has a Pattern for Using 
Cultural Material on Commercial Video 


Seatrie, Sept. 26—KING-TV 
wants the advice and guidance of 
education and civic leaders in pro- 
gramming television 

As a result, the station has 
formed a Television Community 
Council, a panel of top-flight lead- 
ers and civic workers, headed by 
Mrs. Raymond B. Allen, wife of 
the president of the University of 
Washington 

The announced purpose is to 
assist KING-TV serve the educa- 
tional and civic needs of the com- 
munity. One of the first tasks of 
the council is to formulate and 
evaluate the content of a new se- 
ries of late morning daily telecasts 
designed to be of informative and 
educational value, and designed 
primarily for housewives 

The series is scheduled to start 
in October and to run five days a 
week from 11:30 a. m. to noon and, 
at the outset, is not sponsored. 

The programs will cover a wide 
range of topics, and in effect are 
designed to lift the horizon for 
the viewers and to bring construc- 
tive help to common problems 
Topics on initial programs, for ex- 
ample, include the children’s 
theater, flower arrangements, art 
for yourself, study habits of teen- 
agers, the great books, how to 
Make puppets, and a travelog in 
No: way 
@ The wide range of interests rep- 
Fesented by the council is indi- 
Gated by its membership: Mrs. 
Edith Davidson, head of the audio- 
Visual department of the Seattle 

iblic Schools; Mrs. A. M. Young, 

jucational director of the Seattle 
e Museum; Mrs. Eric Bryan, as- 
stant executive director of the 
Young Women’s Christian Assn.; 
E. R. Hallock, director of the 
YMCA Hobby School; Jack Wright, 
sistant director, University of 
terre extension classes; Dr. 
ames Brown, head, University of 
ashington instructional mate- 
®ials center, and Miss Ruth Hewitt, 


@hildren’s librarian, Seattle Pub- 
lic Library 
“So far as we know,” Otto 


Brandt, general manager of KING 
Broadcasting Co., reported, “this is 
the: first council of its kind in the 
United States. We are grateful to 
these civic leaders and educators 
and welcome the opportunity to 
work with this topflight commit- 
tee.” 

The cooperation and understand- 


Named by Cocoa Co. 


P. Kenneth Fuller has been named 
general manager and vice president in 
charge of sales for the U. S. and Can- 
ada of W.L.M. Bensdorp Co., Boston, 


mantfacturers of cocoa. Like most 
other men who are getting ahead in 
business, Mr. Fuller is a regular Wall 
Street Journal reader. 

(ADVERTISEMENT) 


ing that the committee members 
have displayed, he told AA, “is 
phenomenal.” 


Bank Backs Notre Dame 

For the 13th year, American 
Trust Co. of South Bend will spon- 
sor the complete Notre Dame foot- 
ball schedule over WSBT, South 
Bend. The outlet feeds a 44-station 
network with the games. 


Lever Backs Canadian Show 
Lever Bros., Toronto, has signed 
the 15-minute “Your Women’s Ed- 
itor” for 39 weeks of national ra- 
dio coverage in Canada. The week- 
day show was bought through 
Young & Rubicam, Toronto. 


Byers Named Crane A.M. 

Malcolm A. Byers has been 
promoted to acting advertising 
manager of Crane Ltd., Montreal 
plumbing and heating supply man- 
ufacturer. He succeeds A. P. Dar- 
cel, who resigned 


Club Aluminum Profit Rises 


Net income of Club Aluminum 
Products Co., Chicago, for the fis- 
cal year ended June 30, increased 
by half the $254,144 earned the 
previous year. This year’s earnings 
were $378,109. Sales of $8,532,994 
were only slightly higher than the 
$8,422,714 of 1950. 


Names Betteridge Agency 
Great Lakes Airmotive, Willow 
Run, Mich., airplane servicer, has 
appointed Betteridge & Co., De- 
troit, to handle its advertising. 
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Vickery Names Grubb Agency 

Vickery Tape & Machine, Peru, 
Ind., producer of personalized 
transparent tape, has named Grubb 
& Petersen Advertising, Cham- 
paign, Ill., to handle its newspa- 
per and magazine advertising 


Offers Glenn Miller Discs 


Miller Transcriptions, Holly- 
wood, has available for sponsor- 
ship radio broadcasts transcribed 
by the old Glenn Miller orchestra 
Edwards Agency, Los Angeles, has 
been named to handle advertising 
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Doepke Plans Drive 
Backing Model Toys 


ROssMoyNeE, O., Sept. 25— 
Charles Williams Doepke Mfg. Co., 
maker of Model toys, in a pre- 
Christmas magazine campaign will 
emphasize its brand name. 

The theme stressed—in ads 
which are each devoted to one of 
Doepke’s five road equipment type 
toys—will be “Make his big gift 
a Mode! toy.” 


Model toy ads are scheduled to 
run in Collier’s, Holiday, Life, 
Look, The New Yorker, Parents’ 
Magazine, Popular Mechanics, 
Popular Science, The Saturday 
Evening Post and Sunset Magazine. 

The agency is Rowe & Wyman, 
Cincinnati. 


Farm Circulation Meet Set 

The annual meeting of the Ag- 
ricultural Circulation Managers 
Assn. will be held Oct. 23-24 at 
the Congress Hotel, Chicago. 


McCattrey Joins Crowell 


Eugene J. McCaffrey, a certified 
public accountant formerly associ- 
ated with Deloitte, Plender, Grif- 
fiths & Co., has joined Crowell- 
Collier Publishing Co., New York, 
as assistant secretary 


ADA Names Butterfield 

Everett R. Butterfield, formerly 
with Bristol-Myers Co., has been 
appointed eastern advertising rep- 
resentative of The Journal of the 
American Dental Assn., New York, 
and other ADA publications 


Winslow to Dowd, Redfield 


Eleanor Winslow, formerly mer- 
chandising director of the Ladies’ 
Home Journal and Abbott Kim- 
ball Co., has joined Dowd, Red- 
field & Johnstone, New York, to 
head the merchandising division. 


Babbitt Joins Feigenbaum 

Gil Babbitt, formerly with 
WCAU, Philadelphia, has been ap- 
pointed radio-TV director of Harry 
Feigenbaum Advertising Agency, 
Philadelphia. He also will super- 
vise publicity and promotion. 


in the Light Construction field! 


CIRCULATION 


89,303" Now over 91,000 


JUNE 30, 1951 


at LOWEST PAGE RATE 


other building magazine. 


Your best buy to sell the Light Construction Industry, by any 
comparison — now and for 1952 — is AMERICAN BUILDER, 
because— 


@ More Builders pay to read AMERICAN BUILDER than any 


@ More Lumber and Building Supply Dealers pay to read 


AMERICAN BUILDER than any other building magazine. 


® More Building Professionals pay to read AMERICAN BUILDER 


than any other building magazine. 


79 West Monroe St., 
Chicago 3, Ill. 


AMERICAN BUILDER 


@ A Simmons-Boardman Publication @ 


30 Church Street, 
New York 7, N. Y. 


iy BUILDER is the Readbook of the Light Construction Industry 


Necchi Will Spend 
$1,000,000 on Ads, 


Sales Promotion 


New York, Sept. 26—The Necchi 
Sewing Machine Co., which has 
been in the American market for 
about four years, has launched a 
$1,000,000 advertising and sales 
promotion program, with the ac- 
cent on two-color, two-column ads, 
in 35 magazines. Doyle Dane Bern- 
bach is the Necchi agency. 

Approximately half of the ap- 
propriation will be spent on na- 
tional advertising and the remain- 
der on local dealer co-op adver- 
tising and sales promotion, ac- 
cording to Lou Cottin, merchan- 
dising director of Bernbach. 

Necchi on Nov. 10 will introduce 
a music box sewing machine for 
children which will retail for 
under $20. It will be plugged as 
a Christmas gift, tying in with 
Necchi's other promotions. 


@ On the same date the company 
also will introduce its 1952 com- 
mode-type, console-type cabinet 
machine, to retail at about $360. 
The cabinet is designed so that it 
in no way reveals that it has a 
sewing machine inside. 

Radio and television spots will 
be used on a co-op basis, although 
the company also is considering a 
network radio show. Included on 
the magazine schedule are gener@l, 
women's service, pattern, shelter, 
farm, home economist and bugi- 
ness magazines. 

Necchi, incidentally, is sche@- 
uled to appear at a Federal Trade 
Commission hearing Oct. 18 fo 
answer “false and misleading” a@- 
vertising charges in connecti@n 
with some of its published clainis. 
The company reportedly will 
enter a general denial. ‘ 


General Foods, Kraft, Libby, — 
Swift Combine in Promotion 


At least four food compan 
will break a nationwide premium 
promotion Nov. 26 offering minia@- 
ture supermarkets for $1 ——— 
supermarket chains, including 
Great Atlantic & Pacific Tea Co. 

The toy supermarkets, whi 
can be assembled by children, will 
have miniature products of 
cooperating companies, which i§- 
clude General Foods, Kraft Foobs 
Co., Libby, McNeill & Libby, afid 
Swift & Co. The $1 purchase pri€e 
will be refunded for ten box tops 
of the products involved. 


How to Sell 
South Dakota’s 
BIGGEST Market 


Advertise in 
SOUTH DAKOTA'S 
BIGGEST 
DAILY NEWSPAPER, 


Argus 
Leader 
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Promotes Edward Phoenix Bakers Tonic to Simmonds Management Must 
Edward A. Phoenix, assistant The Dallas office of Simmonds Cc 
manager of the Transite pipe de- & Simmonds has been appointed Good 
partment of Johns-Mansville Corp., agency for Hal Collins Co., Dallas, reate Sales 
New York, has been promoted to maker of Bakers hair tonic. The + 
the newly created post of mana- account, formerly serviced by Pitch, Says Coward 
ger of the market surveys depart- Gandy-Owens Advertising, uses Rocuester, N. Y., Sept. 25— 
<8 ment radio and newspapers. Management must develop a 
sound, convincing sales story for 
P esas re ee its products if it expects its sales- 
oe” . eae lass men to do an effective job, accord- 
a “a ing to Charles J. Coward, mer- 
& chandising manager of the Kelvin- 
vk ator division of Nash-Kelvinator 
) Corp. 
" Speaking before the Rochester 
4 Sales Executives’ Club last week, 
; *@ Mr. Coward suggested three ways 
-§ «<4 in which American business can 
—da pen mar & ae ¥* and must support its sales forces. 
d ¢ } They are: 
A ‘ 1. Develop a striking sales story 
: C on the products manufactured. 
with class incomes! fi “Don’t condemn _ salesmanship 
“ | categorically,” Mr. Coward de- 
Si es és iy ,: | clared. “Look to your own manage- 
; ae rid fe |ment operation to be sure first 
“2 Maer ete mtsineneatton re eT =e j}that you have developed in the 
a nieineannbataesianandl a | product a basic reason why the 
. i . prospect should buy against other 
The Elks Magazine is read and owned by one of Ameti- competitive brands.” 
ey ca’s most selective male mass markets—over 1,000,000 


es 2. Follow the training in sales 
fundamentals with action devices 
to help the salesman do his job 
easily. The “action device,” he 
| said, is a gimmick “to make the 
lazy salesman perform his job once 
he gets into the buying zone with 
a prospect.” 
| As an example, he cited a small 
| bell used by Kelvinator in 1949 
in its low-end refrigerators to 
| stimulate customer curiosity and 
jto help the salesman to step a 
| prospect up to higher price units. 
He said that the bell added $1,400,- 
000 to the company’s gross volume 
that year. 
3. The third and last step is 
| building faith in the manufactur- 
}er’s integrity. In order to create 
be, such a reputation, he said, “there 
can be no compromise with prod- 
}uct quality in times of shortages 
in basic materials.” 


mature men with family incomes tuice the national 


median. Elks in 1580 trading areas that blanket the 


country are local leaders who have reached the age of 


discrimination, with pocketbooks to match. They can 


attord to buy more... more often. 


THE 


BOTH e. » 


MAGAZINE 
_ New York + Chicago + Los angutaas Gales inne 


@ It is important also, he contin- 

ued, that a company seek to keep 

its transactions with distributors 
| and retailers on a high plane. Only 
| by helping the dealer to operate 
| profitably in good times and bad 

can a manufacturer build dealer 
| trust, he contended. 

“In a broad sense,” Mr. Coward 
concluded, “businesses which are 
not built on integrity will affect 
the morals of all the people just 
!as will dishonor in public life. 
|From the long-range viewpoint, 
this third factor is the vital one 
for all of us as business men.” 
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Carnation Boosts Matthews 
Mark A. Matthews, assistant 
general manager of Carnation Co.’s 
Los Angeles milk plant, has been 
promoted to general sales mana- 
ger of the company’s fresh milk 


at and ice cream division. He suc- 
f ceeds William D. Dobson, who has 
: been boosted to executive v. p. of 
THE ONLY PUBLICATION General Milk Co., Carnation’s for- 
. reo merE = i eign affiliate. 
EXCLUSIVELY FOR AND ABOUT | 
AUTOMOTIVE JOBBERS! Hitchcock Names — Evans 
Keith H. Evans, formerly op- 
s Edited by men who know automo- erator of his own agency in the 
: fa E West, has been named California 
~ tive jobbing! and Arizona representative of 
Hitchcock Publishing Co., Whea- 
regularly by all established ton, Ill., publisher of Machine & 
od vared — y . y Tool Blue Book, Wood Working 
jobbers and their salesmen! Digest and other magazines and 
7 | catalogs. His headquarters will be 
@ Carries by for the most advertising in Los Angeles. 
‘ i 1 ; 
in the field! Pangburn Uses Magazines 
* Pangburn Co., Fort Worth candy 
; © maker, will launch its first maga- 
zine campaign in the Oct. 9 issue 
5 |of Look and will continue in the 
"4 November issues of Esquire and 
| Holiday. The agency is William E. 
ONE OF AMERICA’S GREAT TRADE PAPERS | Jary Co., Fort Worth. 
Eli Cohan Names Hogan 
THE IRVING-CLOUD PUBLISHING COMPANY ee te ee 
ts New York Chicago Cleveland | advertising department of Kroger 
B Co., has joined the copy staff of 
Eli Cohan Advertising Agency, 


| Cincinnati. 


to the annual 
Vernon R. 
Churchill, assistant to the publisher and manager of the Portland 


‘on the hoof’ 
other person,” 


For 
Pendleton, 


“delivering more passengers 
Ore., Round-Up than any 


Journal tours, was presented with a custom made western hat 
by Berkeley A. Davis, vice-president of the Round-Up. Presenta- 
tion was made aboard the Journal’s 1951 “Let ‘er Buck” special 


train at the conclusion of the traditional dinner at which the Jour- 
nal honors the Round-Up queen 


and her princess. 

The Women’s Adclub of 
Chicago gave a birthday party 
Sept. 18 for Henry Haupt, v. p. 
in charge of BBDO’s local of- 
fice. It wasn’t planned that 
way, but when a crowd turned 
out to hear BBDO’s Jean Rind- 
laub, Advertising Woman of 
the Year, “Heinie” was a 
guest, and it was his birth- 
day, and he did a noble job 
of blowing out the candle on 
a tiny cake 

At the same meeting Mrs. 
Rindlaub told the Chicago 
women that “the darndest 
things happen to an Adver- 
tising Woman of the Year.” 


One was a letter that said: 
“Please write an article on 
your double life and how you 
live it.”. . 
TENNIS CITATION—Harold A. Lepair New staff members have 


(right), of the national advertising staff of 
the New York Times, is shown here re- 
ceiving the John T. McGovern trophy, 
awarded annually by the U. S. Lawn Tennis 
Assn. to the umpire who has done the most 
work for the cause of tennis officiating. Mr. 
McGovern, himself a veteran tennis umpire, 
is making the presentation. 


been lined up for “The Torch,” 
colorful and handsome pub- 
lication of the Milwaukee Ad- 
vertising Club, of which Jo- 
seph T. Weinfurter, Goodwill 
Industries, is editor for the 
1951-52 season. Associate edi- 
tors are Arthur A. Beck, Pohl- 
man Studios, and J. T. Joslyn, Allman-Christianson Paper Co.: 
business manager is Robert T. Salick, Cream City Outdoor Ad- 
vertising Co.; and associate business managers are Howard W. 
Schmidt, Al Herr Agency, and James W. Murphy, Cramer-Kras- 
selt. .. 

Newspaper head Frank Gannett and his wife have received the 
Fairbanks citation in recognition of service to higher education 
and youth from District 2 of the American College Public Relations 
Assn.. .Roy V. Smith, spot sales manager for Alaska Radio Sales, 
and his wife, the former Virginia May Trudeau, are living in New 
York following a Cuban honeymoon. .. 

Besides visiting foreign offices while abroad, John F. Maloney, 
research director for Reader's Digest International Editions, presided 
at the annual meeting of the World Assn. for Public Opinion Re- 
search at Tunbridge Wells, England...Mal Klein, film director of 
Station KLAC-TV, Los Angeles, honeymooned in Hawaii with his 
bride, Doreen North... 


LONDON BOUND—Aboard the Queen Mary, bound for the season's premiere 

broadcast of National Broadcasting Co.'s “The Big Show,’ which originated in 

London, are (left to right) R. S. Reynolds Jr., president, Reynolds Metals Co.; Mrs. 
McConnell; Mrs. Reynolds and Joseph H. McConnell, president of NBC. 


In addition to starting a new job as assistant account exec at 
Sykes Advertising, Pittsburgh, Eugene N. Worrell made another 
start in his career Sept. 14, when he married Gertrude Bock of 
Glenshaw, Pa...Gen. Luther Hill, v.p. of Cowles Broadcasting Co., 
served as emcee for the banquet held in connection with the atomic 
energy seminar staged in Ames, Ia., Sept. 28-29 by the lowa Radio 
News Assn. and the Atomic Energy Commission. . . 

Here’s a sad bit of news for the gold watch industry: When 
Charles H. Topmiller, station manager of WCKY, Cincinnati, and 
George H. Moore, sales manager, and Mrs. Jeanette Heinze, traffic 
manager, reached their 20th anniversary with the station recently, 
they each received $1,000 U.S. defense bonds. L. B. Wilson, presi- 
dent of WCKY, says the same’s in store for other members of his 
staff when they complete 20 years, too. .. 

John Signor, ad manager for Raymond Rosen & Co., Philadelphia 
RCA Victor distributor, has become the doubly proud father of twins, 
a boy and a girl... 

Ray Carr, head of Ray Carr Organization, the Portland, Ore., 
agency, has been named Oregon chairman of the governor’s com- 
mittee for the observance of National Employ the Physically Hand- 
icapped Week, Oct. 7-13. . 
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Seabrook Farms Uses TV 
Seabook Farms Co., Bridgetown, 
N. J., is pushing its line of frozen 
fruits and vegetables via a TV 
saturation campaign in New York, 
Philadelphia and Baltimore. Sea- 
brook's drive is using a show on 


every station in the three cities 
a total! of 15 participation pro- 
grams. The TV promotion, added 


to Seabrook’s newspaper and radio 
schedule, will carry through No- 
vember and pick up again in Jan- 
uary. Hilton & Riggio, New York, 
is the agency 


NEW COLOR CONTROL 
PROCESS DEVELOPED! 


Our new color control process can be used 
prints from colored art 
of transparencies 
We can produce color prints of unequalled 
brilliance from transparencies. retaining de 
tell, cleanness and color purity never before 
possible. We can lighten dark areas and in 
tenely detail therem ond strengthen delicate 
detail that is ordmarily lost im highlight 
areas, thereby bringing the whole subject with. 
im reproducible range. before plates are made 
Wreee for further information and prices 
CHARLES BURGESS 
Eliertson-Burgess 


S18 Fite Ave 5S . Ceo 10! Minneape!:s. Minn 


SIGN AWAY—Present at the contract signing of the Standard Oil Co. (Indiana) 
sponsorship of all Chicago Beors football games over 15 radio stations (seated, 
left to right): A. W. Peake, president of Standard Oil, and George Halos, owner- 
coach of the Chicago Bears. Standing (left to right): Dwight F. Benton, the com- 
pany's general monager of sales; Wesley |. Nunn, advertising manager of Stand- 
ord Oil, ond Sidney A. Wells, v. p. of McCann-Erickson, the company’s agency. 


Mutual Lines Up 
MGM Radio Shows 
As Winter Fare 


New York, Sept. 25—Mutual 
Broadcasting System has _ been 
quite busy lining up high caliber 
programming ammunition as the 
major networks prepare to bat- 
tle it out for winter radio sponsors. 

Mutual’s big gun in the fall 
lineup will be a group of ten pro- 
grams produced by MGM Radio 
Attractions, a subsidiary of Metro- 
Goldwyn-Mayer, with top Holly- 
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plan,” ABC's “pyramid plan” 
(both offer rotating announce- 
ments on several shows to spon- 
sors), and, to a lesser degree, CBS’ 
piecemeal Red Skelton plan. 
Frank White, president of Mu- 
tual, explained the project: “The 
MGM arrangement is the result 
of long-term efforts by Mutual 
toward the accomplishment of 
three aims: (1) to strengthen our 
evening program schedule sub- 
stantially; (2) to make Mutual 
competitive with the various types 
of ‘spot carrier’ plans now of- 
fered by all other networks; and 
(3), most important of all, to 
achieve both of these objectives 
in the way which would best pro- 


| tect the interests of our stations.” 


wood names in the leading roles. @ Mutual’s affiliates advisory com- 


Present plans, now being sub- 
mitted to the affiliates for their 
approval, call for half of this fare 
to be offered for multiple spon- 
sorship by national advertisers. 


ge This technique was devised as 
MBS’ answer to NBC’s “tandem 


rhe cocariteye Hed * tneditria designe... 


coated with 


912K A DOW LATEX 


Again this year, as in the past, the many- 


faceted avenues of 


were to be displayed im the annual 
reference volume—U.S. Industrial De- 


sign. Quality, as well as accuracy of 


reproduction, was a 


again the book was printed on stock 


coated with 512K, 


result gave deserved distinction to the 


designs and added a luxury note. 


512K coated paper sharply delineates 


Coatings Section— Plastics Division—Dept. PL-166 


industrial 


necessity. 


A DOW 


every detail of an illustration. In addi- 
design tion to affording exceptionally accurate 
reproductions, 512K coated stock has an 
eye-appealing beauty and feel with a 
glossy, smooth finish that accepts ink 
Cce readily. If you are not completely sure 
that pictures of your product always 
a assert its quality, make it a point to 
investigate papers coated with 512K, a 
pow Latex. 512K coated stock can be 
successfully used in both letterpress 


and offset printing 


THE DOW CHEMICAL COMPANY ¢ MIDLAND, MICHIGAN 


Now York © Boston © Philadelphia © Washington © Atlanta © Cleveland © Detroit © Chicage © St. Louis © Houston © Sam Francisce © Les Angeles © Seattle © Dow Chemical of Canada, Limited, Torente, Canada 


mittee has endorsed the idea, and 
initial reaction from stations, in- 
formed of the details in a closed 
circuit talk by Mr. White, was 
said to be favorable. 

Of the six weekly hours of 
MGM fare, half will be given the 
stations free for sale to local ad- 
vertisers. In exchange for the free 
hours, the stations will be asked 
to carry the other three hours. 
These three hours “will be of- 
fered for multiple sponsorship on 
a basis which we believe will 
prove attractive to national ad- 
vertisers when sales details are 
announced at a later date,” Mr 
White said. 

Particulars on this motion pic- 
ture-broadcasting collaboration— 
exact programs involved, method 
of payment, sponsor terms, etc.— 
are being withheld pending station 
approval. The timetable calls for 
the shows to go on the full net- 
work in November, probably in 
the 8 to 9 p.m., EST, segment. 


es MGM Radio Attractions entered 
the transcribed program produc- 
tion field more than two years 
ago. Its operations have been di- 
rected by Bertram Lebhar Jr., 
manager of WMGM, New York 
independent station. 

MGM shows now being offered 
to stations throughout the country 
include: “MGM Theater of the 
Air,” “Crime Does Not Pay,” “At 
Home with Lionel Barrymore,” 
“The Hardy Family,” with Mickey 
Rooney; “Maisie,” with Ann 
Southern; “Dr. Kildare,” Gracie 
Fields and John Nesbitt’s “Passing 
Parade.” The top dramatic shows, 
such as “Theater of the Air,” have 
been carried in approximately 200 
markets. Current figures on sta- 
tions using the programs were not 
available. 


ge It is expected that the Mutual 
list will include programs now in 
the MGM stable as well as some 
entirely new ones. The New York 
station for MGM Radio Attrac- 
tions packages hitherto has been 
WMGM. Mutual's outlet in New 
York is its stockholder station, 
WOR. There has been some dis- 
cussion, it is understood, concern- 
ing the possibility of using both 
these New York stations, for si- 
multaneous or separate airing, as 
a sales come-on for sponsors. 


538 Newspapers to Promote 
Their Medium in October 


Approximately 538 newspapers 
across the country will run a 
campaign this month selling their 
medium to local manufacturers’ 
representatives, salesmen and dis- 
tributors. The drive, part of the 
Bureau of Advertising’s “more 
profits” project (AA, June 2), will 
use contributed space (publishers 
have the option of fuli-page, 1,000- 
line and 600-line ads) and is ad- 
ministered by a ten-man commit- 
tee. 

The committee is headed by 
Brig. Gen. Julius Ochs Adler, New 
York Times, and includes repre- 
sentatives from the bureau, the 
American Assn. of Newspaper 
Representatives, Newspaper Ad- 
vertising Executives Assn. and 
National Newspaper Promotion 


| Assn. 


-— . — ee 
; ———_ A ee : 
x a —-_— le : 
: ‘ 5 os ae ate 
| . ie ot a Fi . 
————— 3 i a 35 ee fps. pie x ule, is Bf, evr 
| - - _ | , pe 
ee 
% \ 
ee 4 
- \ 
\ es 
' ' “ t St "ay a i 
= vend 5 \ | | 
} ae \DI S) y 
: : % ve %, y A | | H | | | 
_ pee %, . } Y 4 : 
“4 * cr , st %, acs | Y Y | 
a ae se, eres e cf | 
“ ; S ee, ene ee es , : 
ie = ty a 4oe% 9 Pi : me sess Prec. ee %. | - e Ue 
* as en, [al a | " me ; 
: : : AD | c 245 < ne a a oad 3) 6) 
51 “ay trial e ene, a 
* > Re > © dus oe ; f 
e sie v-5- (in desig" ne 
a , a ; pays ae Fah 
it ; . ; , : 
faithfully reproduced on soc;:] —=7 é 
: ™ Pat ; ae . 
— — | 
4 eee 
} K — ; ; =. o 
es | 
‘ ee | 
me 7 — — | 


=p oe ee “am 


« «Telegraph 


as of JUNE 30, 1951 


31,12 


...@ Circulation bonus of 81,125 
above the guarantee of 850,000! 


Hunting & Fishing .....931,125 
Sports Afield.........823,627 
Outdoor Life .........793,105 
Field & Stream ....... 788,033 


(figures shown are all taken from A.B.C. Statements as of June 30, 1951) 


| MOUNTING — romagemenmpitetes Fm 


BOSTON © 140 Federal St. © HA 6-1913 


— CRISHING On 


_ MIAMI BEACH © 420 Lincoln Road * 58-0269 
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CBS’ Football 
Colorcasts Still 
Lack a Sponsor 


New York, Sept. 28—Though 
the first football game of the week | 
in the CBS color series will go on| 
the air tomorrow without a spon-| 
sor, Columbia is still counting on! 
these top sports attractions to get 
color TV going 

A lineup of 11 stations has been 
set to carry the games, some o° 
them to join the color network 
later after baseball commitments 
have been filled, And CBS is sure 
that advertisers will come along 
as soon as sets become available 
to furnish a guaranteed circula- 
tion 

That assured audience will be 
persons watching 200 CBS-Colum- 
bia receivers distributed in the 
cities carrying the telecasts. It will 
be in addition to people watching 
on the 1,000 home converted b&w 
sets, which the network says are 
operating in this area. Columbia 
hopes to have these sets on hand 
early next month 


@ Where's and how's of showings 
in individual cities will be de- 
Pendent on the local stations, some 
of which may use their own stu- 
dios. In other cases the sets may 
Be on display in places selected 
by the sponsor for his own particu- 
lar purposes. If an appliance man- 
@facturer presented a game, for 
@&ample, dealers might be per- 
mitted to make up a guest list from 
their prospective customers 
|} Figuring this “invited guest” 
@ucdience at 50 people per set, with 
0 sets in each city, “an adver- 
fiser will be entertaining 500 peo- 
Ble in each city-——a total of 5,500 
People in the 1! big markets,” CBS 
Points out 

“These guests can be clients, 
Prospective customers, distributors, 
deslers, salesmen—whoever the 
Sponsor wants to entertain. And 
he'll! be entertaining in style. ..at 
léss than $1.70 per guest,” it was 
Stated 


@ Package price for the game 
weekly is $6,325 for “talent” and 
pFoduction, plus $2,636 for two 


flours of time for which the adver- 
tiser will be charged. A total of 
nine top eastern college games will 
be covered by the color cameras. 

Meanwhile, plans are being 
made for an expanded Monday 
through Friday schedule of color- 
casung, starting soon 

On the receiver front, Columbia 
Broadcasting System's manufac- 


8xidO _ 
GENUINE 
GLOSSY 
PHOTOS 
in Quautities 


SELL BETTER! 


* Sees Ts 
PHOTOMATIC CO. 
53-359 E. iMineis $., Chicoge 11, IMineis 

Phone: WH itehell 4-2930 


turing subsidiary, CBS-Columbia, 
has color receivers on display in 
stores in New York, Boston, De- 
troit, Chicago, Baltimore and Phil- | 
adelphia. In all cases orders are 
being taken for “very short de- 
livery.” 

First concerted advertising for 
the color sets broke here today 
with full-page newspaper copy 
placed by the following retailers— 
Davega, Gimbels, Abraham & 
Straus and Hearns. Columbia also 
carried a full page, advertising a 


black-and-white set engineered for 
color conversion, and a color com- 
panion receiver, placed through 
Bennett, Walther & Menadier. 


Wildroot Buys ‘Shadow’ 

Wildroot Co. Buffalo, has 
signed “The Shadow,” one of the 
highest rating Sunday afternoon 
broadcasts, starting Oct. 7 at 5 
p.m., EST, over Mutual. The agen- 
cy for the series is Batten, Barton, 
Durstine & Osborn, not Young & 
Rubicam as AA erroneously re- 
ported earlier. 


Martin and Lewis on Radio 

Sponsors of the new “Martin 
and Lewis” show on NBC, Fri- 
days, 8:30-9 p.m., EST, are Lig- 
gett & Myers Tobacco Co. (Cun- 
ningham & Walsh) and Whitehall 
Pharmacal Co.-(John F. Murray 
Advertising Agency). 


Loudon Promotes Linnehan 
Leonard J. Linnehan has been 
promoted to the newly created 
post of copy director of Henry A. 
Loudon Advertising, Boston. 
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Ofters Cleveland PR Course 

A 12-evening Tuesday course in 
public relations is being offered 
by the Cleveland Advertising Club 
beginning Oct. 2. Enrollment, at 
$50, can be made at the club’s 
offices in the Hotel Statler. 


Royal Names Carl McKelvy 

Carl McKelvy, on the comp- 
troller staff of Royal Typewriter 
Co., Hartford, has been named as- 
sistant to the new president, For- 
tune Peter Ryan 


More 


women 
F0 out 


and buy 


Woman’s Da 


than 


any other 
magazine 


in the 
world* 


al 


*3,750,000 average single-copy sales per issue... the world’s largest single-copy circulation 
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Magazines Continue 
to Raise Ad Rates 


Cuicaco, Sept. 27—American 
Family has announced new rates 
and a new net paid circulation, 
effective with the February is- 
sue. B&w pages will then cost $2,- 
025, as compared with the current 
$1,500, and four-color pages will 
cost $2,750, as again:t the present 
$2,030. Circulation base will be 
increased from 500,000 to 750,000 


in Your 
through 


In July 
New 
stores and diaper services to ex- 


a b&w page 
Baby, distributed 


pectant and new mothers, will 
move from $1,500 to $1,650. 
Monthly net paid will increase 
from 250,000 to 275,000. 

Congratulations, a quarterly, will 
hike its rates 8% in January when 
its guarantee is raised 40,000 to 
680,000. A b&w page, currently 
$1,890, will then cost $2,040. 

New rates for the Midwest Farm 
Paper Unit, effective in January, 


will increase b&w pages as fol- 
lows: The Farmer, from $1,800 to 
$1,880; Nebraska Farmer, $945 to 
$1,020; Prairie Farmer, $2,038.40 
to $2,184; Wallaces’ Farmer & lowa 
Homestead, $1,568 to $1,724, and 
Wisconsin Agriculturist & Farm- 
er, $1,176 to $1,293. The unit's page 
rate will go from $6,410 to $6,900; 
its net paid is 1,276,107 ABC 


e Along with new rates effective 
March 1, Maclean's, Canadian mag- 
azine, announces a 5% discount for 


on sale at all A&P Stores 


monthly advertisers and availa- 
bility of quarter-pages in two 
colors, at a one-time cost of $975 
B&w pages, currently at $2,380, 
will increase to $2,600. A four- 
color page will be $3,690 instead 
of $3,400 

Saturday Night, illustrated 
weekly published in Toronto, will 
increase its ad rates, effective Jan 
1. The one-time b&w page charge 
will go from $398 to $432 and the 
four-color rate from $550 to $626 

Ads placed before Oct. 25 in 
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Modern Photography will be 
charged at the current rate of 
$660 for a b&w page, but after 
that date, and effective with its 
January issue, a page will 
$750. Back covers in four colors, 
now $1,360, will move to $1,560. 


WCAU.-TV Hikes Rates 
WCAU-TV, Philadelphia, has 
increased the cost of a Class A 
hour from $1,200 to $1,500 and a 
one-minute spot from $220 to $300 
Advertisers using the station as of 


cost 


Sept. 16 will be allowed old rates « 


until March 16 


‘TV-Time’ Appears in NY 

TV-Time, New York, including 
program listings and editorial fea- 
tures, has begun publication with 
both New York and Connecticut 
editions. The cost for a page (40”) 
is $280, with frequency discounts 
offered 


Denver Chemical to Gotham 

The Denver Chemical Mfg. Co., 
New York pharmaceutical house, 
has appointed Gotham Advertis- 
ing Co., New York, as agency. 


The COURIER- EXPRESS 


 SEUS 
WESTERN NEW YORK 


Becavse WESTERN N.Y. 
IS SOLD ON THE 
COURIER-EXPRESS 


ONE REASON is complete, 


factual, unbiased reporting. 
An outstanding local staff com- 
bines with six great news se®v- 
ices eee three of them exclusive 
with the Courier-Exp ess in 
Buffalo . . . to bring Western 
New Yorkers the full, up-to- 
the-minute word and picture 
story of world, national agd 


local happenings. ; 
Associated Press : 
International News Service 
*Chicago Tribune : 
United Press 


* Overseas News Service 


*New York Times Foreign Service 
*Exclusive with the C-E in Buffele 


i found in te 


fact that more people* buy the 
Sunday Courier-Express than 
any other paper in the State, 
outside of New York City... 
and that the Morning Courier- 
Express is the proved medium 
to best sell those families with 
the most money to spend. 


*290,348 ABC Audit, 9/30/50 


COLOR 
for Greater Selling Power 
Full color (two, three or four) 
available weekdays .. . black 
plus one color, Sundays. 


BUFFALO 
COURIER 
EXPRESS 


Western New York's Only Morning 
end Sundey Newspaper 
REPRESENTATIVES: 
SCOLARO, MEEKER & SCOTT 


It Gets Results Because It 
Gets Read Thoroughly 
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24—Retail 
which in recent weeks have 
showed a steady trend upward as 
compared to sales of a year ago, 
slipped badly for the week ended 
Sept. 15, recording a 10% loss over 
the corresponding week of 1950. 
The decline was the heaviest 
since that registered for the week 
ending Aug. 4, when sales were off 
14% over last year. Part of the 
decline, however, may be attrib- 
uted to the fact that during the 
week ended Sept. 16, 1950, sales 
were spurred by the announce- 
ment of the resumption of credit 
restrictions on Sept. 18, 1950. 
None of the 12 districts report- 
ing to the Federal Reserve Board 


WASHINGTON, Sept 
sales 


DEPARTMENT STORE 
_ ” SALES INDEX 


& 99 EQUALS 100 


Week to Sept. 15, '51*p332 
Week to Sept. 16, '50*..368 
Week to Sept. 17, '49*..315 
Week to Sept. 18, '48°..337 


Month of July, '51*......309 
Month of July, °50........ 362 


i 
7 | pPreliminary 
| 


*Not adjusted seasonally J 
LE 
feported gains during the week. 
The Atlanta and Dallas areas 
showed the greatest losses, both 


down 14%. The Boston, St. Louis 
amd San Francisco districts all re- 
Ported losses of 12%. 
/ Only three cities recorded gains 
for the period: St. Joseph was up 
DD’, and Augusta and Wichita 
Were up 9%. 
Cities reporting losses included 
eng and San Antonio (off 
™); the Lowell-Lawrence area 
ff 21%), and Cincinnati and 
rmingham (both off 20%). 
% Change from ‘0 


4 eck Ended 
eral Reserve Sept. Sept. Sept. 
es and City 1 Ly 15 
UNITED STATES — —2 —16 
Boston District 2 4—-l 
New Haven 0 1 7 
Boston 3 6 10 
Lowell-Lawrence 8 5 21 
Springfield 3 2 5 
Providence 3 0 24 
New York District 1 el —tii 
Newark 5 —l -10 
Buffalo 1 3 13 
New York 0 rl 10 
Rochester 0 2 12 
Syracuse 2 ré —8 
Philadelphia District a | 
Philadelphia 7) ~9 4 
Cleveland District —-t —_—? — 
Akron 0 1 ~7 
Cincinnati 1 8 20 
Cleveland 3 0 11 
Columbus 1 2 —l4 
Toledo 0 3 7 
Erie 12 5 15 
Pittsburgh 4 4 7 
Richmond District oret—# 
Washington 3 3 ll 
Baltimore 2 2 4 
Atlanta District —5 —7T —ts 
Birmingham 2 8 20 
Jacksonville 0 4 . 
Miami 5 7 3 
Atlanta 4 r—l2 ll 
Augusta 22 ri3 9 
New Orleans 1 12 l4 
Nashville 4 7 13 
Chicago District —_—7 —% —4 
Chicago 10 2 7 
Indianapolis 0 3 16 
Detroit 7 3 & 
Milwaukee 5 13 ll 


AT YOUR FINGERTIPS! 


Don’t Ignore It — SELL It! 


Cash in! Get your share of the huge $15 
billion Negro market! Reach them in 
their homes, sell them the way they like 
to be sold—through their own Race pub- 
lications, the newspapers and magazines 
they feel closest to, respond best to! 
Negroes are loyal to their publications— 
be sure. your product is in them; be sure 
you get your share of the market! $15 
billion! Negroes spend this much ever 
year on every conceivable product! Don't 
overlook this market—it’s right under 
your nose! For full details write Inter- 
state United Newspapers, Inc., 545 Fifth 
Ave., N. Y., serving America’s leading 
advertisers for over a decade 


ONE EXAMPLE: for @ publication that 

* ells the cream of this 
rich market, you can't beat the New Courter 
read by 1,500,000 Negroes in 42 states each 
week Color comics, magazine section, and news 
section help make it Americe’s most complete 
weekly newspaper. Trill Negro— ‘sell 
the Negro! Act now 


St. Louis District 
Little Rock 
Louisville 
St. Louis Area 
Memphis 

Minneapolis District 
Minneapolis 
St. Paul 
Duluth-Superior 

Kansas City District 
Denver 
Wichita 
Kansas City 
St. Joseph 
Oklahoma City 
Tulsa 


Federal Reserve Figures on Department Store Sales 


Dallas District — —Ww — 
Dallas 15 17 15 
El Paso 0 9 14 
Fort Worth 5 19 5 
Houston 5 3 12 
San Antonio 0 6 24 

San Francisco District ‘ rl —I2 
Los Angeles Area 5 2 14 
Oakland 1 11 13 
San Diego & 1 15 
San Francisco 8 13 3 
Portland 5 4H 17 
Salt Lake City 1 Oo —14 
Seattle 17 1 ~—7 
Spokane 17 6 4 

rRevised 


*Data not available 


306,000 TV Sets in St. Louis 

As of Sept. 1 there were 306,000 
TV receivers installed in the St. 
Louis area, according to Union 
Electric Co. of Missouri 


Ekco Sets Canadian Drive 

Ekco Products Co., Toronto, is 
using half and full pages in mag- 
azines and roto sections of week- 
end papers to promote its house- 
hold utensils in the biggest cam- 
paign of its history. Newspapers 
will carry 1,800-line ads October 
through December. Baker Adver- 
tising Agency, Toronto, is direct- 
ing the drive 


Neidhardt Joins Glidden Co. 
Paul W. Neidhardt, formerly 
an account executive with Mel- 
drum & Fewsmith, Cleveland, has 
been appointed merchandising 
manager of the paint and varnish 
division of Glidden Co., Cleveland. 
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Rich to Symonds, MacKenzie 
Henry Rich, formerly of Dancer- 
Fitzgerald-Sample, Chicago, has 
been appointed creative assistant 
on electronic accounts of Symonds, 
MacKenzie & Co., Chicago. 


Beckett Joins Sullivan 

Helen B. Beckett, formerly with 
J. Walter Thompson Co., has joined 
the copy department of Sullivan, 
Stauffer, Colwell & Bayles, New 
York 


Miller Joins KFSD Sales 
Joseph M. Miller, formerly with 

KCBQ, San Diego, has joined the 

sales staff of KFSD, San Diego. 


IS THE ONE SUNDAY MAGAZINE 
WHICH LETS YOU CHOOSE YOUR MARKETS 


CONCENTRATE. . . select 
those markets where your sales 
opportunities are richest. Take 
advantage of the unique flexibility 
of PICTORIAL REVIEW. Only 


PICTORIAL REVIEW lets you buy 
without penalty from 1 to 10 

of America’s big-profit Sunday 
Magazine Markets to fit your 
advertising exactly to your separate 
market sales plans. 
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Copyright Talks Set 


A series of free lectures on 
copyright will be held Monday 
evenings, beginning Oct. 15, at the 
U. S. Court House, Foley Sq., New 
York, in Room 110. The sessions, 
which will hear experts in the 
field, are sponsored by the Copy- 
right Institute of the Federal Bar 
Assn. of New York, New Jersey 
and Connecticut 


‘Parents’'’ Promotes Miller 

Patricia-Susan Miller, formerly 
a circulation promotion assistant 
with Parents’ Magazine, New York, 
has been named assistant circula- 
tion manager 


For Women Only: Tru Form’s Contest 
Asks Why You Like New Stitch Cup Bra 


PHILADELPHIA, Sept. 25—True 
Form Corset Co. of Philadelphia 
will launch a nationwide sentence- 
completion contest in the Nov. 5 
issue of Life to promote its new 
Stitch Cup Frontier bra. 

The contest on “Why I Like True 
Form’s Frontier Bra” will offer a 
seven-day all-expense trip to Mi- 
ami. An enclosed tag or facsimile 
from any Frontier bra must be 
mailed with the entry unless the 


| bra has been bought by mail order. 


Trade publications and direct 
mail will also be used to promote 
the new product. Dealers will be 
provided with entry blanks, 
counter cards, window displays, 
streamers and mailing pieces. 

The agency is Leonard F. Fell- 
man & Associates, Philadelphia 


Oklahoma Agency Moves 

Advertisers Service Bureau has 
moved to 127% W. Grand, Okla- 
homa City. 


FCC Approves WLAV-TV Sale 


The Federal Communications 
Commission has approved the sale 
of WLAV-TV, Grand Rapids, to 
Grandwood Broadcasting Co., 
operator of Radio Station WOOD, 
Grand Rapids. The sale agreement, 
signed June 25, transfers WLAV- 
TV, and its micro-wave relay to 
Chicago, to Grandwood for $1,367,- 
000 


Bigler Joins Asthmanefrin 

Larry Bigler, formerly general 
sales manager of Griffith Rubber 
Mills, Portland, Ore., has been ap- 
pointed national sales manager of 
the Asthmanefrin Co., Portland. 


America’s Top Artists And Writers 


Put 


Exceptional Sales-Pull In 


Pictorial Review 


. .. The One Sunday Magazine You Can Use For Mass Selling In Single Markets 


je PICTORIAL REVIEW generates an 
exceptional sales-pull on its readers for 
your products or services. 


¥& One fundamental reason is that this un- 
usual Sunday Magazine is rich in *‘mental 
meat” for the average man and woman. 


* Tying its vast audience tight to its pages 
issue after issue is a star group of spar- 
kling, provocative essays, short stories, 
‘humor, cartoons by America’s top artists 
and writers. 


%& Issue by issue, too, PICTORIAL 
REVIEW keeps reader-interest whetted 
keen with all the national and Jocal 
news of the movies, the theater, all show 
business. Criticisms. Gossip. Advertising. 

%& It will pay you handsomely to power 
your advertising with PICTORIAL 
REVIEW’S deep and persuasive reader- 
interest. 


te Why not put PICTORIAL REVIEW 
on your schedule soon... and see? 


A HEARST PUBLICATION ¢ 


Total 10-Market Circulation Takes Your Advertising To 
More Than 6,000,000 Families With The Sunday Issues Of 


CHICAGO HERALD-AMERICAN + BOSTON ADVERTISER 
NEW YORK JOURNAL-AMERICAN - BALTIMORE AMERICAN 
SAN FRANCISCO EXAMINER ° DETROIT TIMES 
LOS ANGELES EXAMINER ° MILWAUKEE SENTINEL 
SEATTLE POST-INTELLIGENCER - PITTSBURGH SUN-TELEGRAPH 


Advertising may be bought nationally, sectionally, or by individual mar - 
kets. Any combination of three or more popers earns you a group discount. 


Represented Nationally by HEARST ADVERTISING SERVICE 


U. of Ill. Ponders TV. 
Commercial or Otherwise 


A policy committee has been 
named by the University of Illi- 
nois, Champaign, to decide whether 
the school should operate a TV 
outlet. The Illinois Broadcasters 
Assn. opposes the university's com- 
peting with commercial TV, but 
J. A. McDermott, executive v.p. 
of Champaign News-Gazette Inc., 
has said that tax money would be 
saved if the U. of I. would use the 
station he hopes to open. 

The Federal Communications 
Commission has recommended 
two non-commercial outlets for the 
school—in Chicago and Cham- 
paign. General Electric Corp. two 
months ago gave the university a 
| $90,000 TV transmitter. 


| 
|Bushong & Co. Moves 

Bushong & Co., Portland, Ore., 
| printing and office furnishings 
|}econcern, has moved to 1909 N.E. 
Union Ave. 


Gussow Publications Moves 
| Don Gussow Publications has 
moved to 220 E. 42nd St., New 
| York 


Acceptance among agen- 
cies and advertisers . . . ac- 
ceptance of markets and 
media we represent stems 
from long and friendly con- 
tact. Branham-men_ from 
coast to coast ore accepted 
because they ore experi- 
enced advertising men with 
market information and 
media facts 


BRANHAM 


COMPANY 
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ANA Told Story of Chiquita Banana, 


‘Greatest Ad Accident in History’ 


Parsells Gives Results 
of Bates Agency Study 
on Ad Penetration 


New York, Sept. 25-—"‘The 
greatest accident in advertising 
history-——the story of Chiquita ba- 
nana”—-was described at the Assn. 


of National Advertisers’ consumer 


ANA Meeting 


panel session here Tuesday morn- 
ing by Russell G. Partridge, ad- 
vertising manager of United Fruit 
Co 

United's agency, Batten, Barton, 
Durstine & Osborn, assigned the 
job of getting people to eat ripe 
bananas, came up with the now 
famous Chiquita jingle (words and 
by Garth Montgomery and 


music 
Len MacKenzie), which was given 
i six months radio trial. 


Many company executives look- 
ed down their noses at the undig- 
ni-ied manner in which the edi- 
ble was being promoted, Mr. Par- 
tridge said, until, for some in- 
explicable reason, the jingle sud- 


denly caught on in all sorts of 
places 

@ Dance bands played it, juke 
pokes carried it, editorials were 


wfitten about it and even sermons 
w@re preached concerning it, ac- 
cofding to the ad manager 

What with all the free publici- 
ty) United knew it had hit upon 
1 @nique promotion and proceeded 


to’exploit it. A Chiquita banana 


character was created and is now 
uséd as the basis for the major 
sh@re of advertising and promo- 
tian 

Two one-minute cartoons were 
cr@ated, telling the story of the 


jirigle. The number has since ex- 
paBded to 22 films, combining ani- 
mation with live action in order 
tolgive a recipe with each film 
Manica Lewis is the voice in the 
sherts 


e When United goes into a mar- 
kef with Chiquita (now seven 
years old) it invades with many 
media—-movies, spot radio and 
telévision, and newspapers, as 
well as its national magazine ad- 
vertising. Mr. Partridge admits 
that the company is opportunist; 
witness the current “nutritional 
time bomb” ads running In maga- 
zines 

Just as there is nothing stuffy 
ibout the Chiquita song, there was 
nothing stuffy about Mr. Par- 
tridge’s case history. He closed 
with a number of parodies on the 
now famous jingle, recorded by 
Fred Allen, Carmen Miranda and 
Alec Templeton 

And there was one recorded by 
the Chiquita girl herself, which 
said, in substance: “Bananas make 
me nauseous, I don't like them in 


a pie-ie.” Furthermore, said the 
banana girl, if you don’t know 
what to do with them, you can 


put your bananas in “the closet, 
self-service elevator, or even in 
the re-fri-ge-rator'” (Oh no, no 
NO!) 


DVERTISERS 
AGENTS © CLIENTS 


The continuous hazards of LIBEL, Invasion 
of Privacy, Plagiarism, Piracy and Viola- 
tion of Copyright — all are EFFECTIVELY 
INSURED by ovr UNIQUE cover which takes 
the sting out of these claims — and its 
cost is almost nominal! 


WRITE FOR DETAILS AND ATES 


EMPLOYERS REINSURANCE 
CORPORATION 


ifsdrance Exchampe Kansas City Mo 


Some of the results of an eight- 
year advertising penetration study, 
which measures “how much” as 
well as “how good,” were revealed 
to the meeting by Clifford Par- 
sells, partner in charge of research 
for Ted Bates & Co 


The study, which so far has cost 
more than $300,000, accerding to 
Mr. Parsells, attempts “to syphon 
out of the minds of people what- 
ever it is that they remember 
about a particular brand’s adver- 
tising. 

“There are many, many prod- 
ucts that have very large advertis- 
ing budgets about which very few 
people remember anything at all,” 
he said. “However, thats only 
half the story. Even if you have 
succeeded in planting something 


about your product in the heads of 
a great many people, there is still 
a second and a very vital question 
that must be answered: Is that 
‘something’ that you are leaving 
in the heads of people selling your 
product? 


a “For example, does the ‘pause 
that refreshes’ really sell Coca- 
Cola? Does ‘builds strong bodies 
eight ways’ actually get more cus- 
tomers for Wonder bread?” 

In measuring the “how much” 
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penetration of an advertising pro- 
gram, the Bates agency checked 
ad campaigns of 52 food or drug 
manufacturers, each one with a 
budget of at least $750,000. 

Of the responses, the range went 
from 59 out of 100 people who 
were able to describe the adver- 
tising of the top-ranking brand, to 
a low of only eight out of 100 peo- 
ple who could describe the lowest- 
ranking brand. 
the 


es Although highest-ranking 
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brand was one of the largest 
spenders, Mr. Parsells noted, the 
second ranking brand, at almost 
the same level of penetration, had 
a budget of less than $1,000,000, 
and the last brand, a budget of 
roughly $2,000,000. 

“Jenny Housewife rarely 
members very many of our 
smooth-sounding phrases,” he 
said. “You can never hope to get a 
long and complex copy story to 
Stick in its complete form. On the 
other hand, when a clear, simple, 


re- 


new idea suddenly appears... it 
is amazing to watch how quickly 
it penetrates.” 

In discovering the “how good” 
penetration, which he said was 
even more important than “how 
much” penetration, Mr. Parsells 
outlined the procedure. 


a “We find out how many are 
currently users of each brand. 
With this information, we cross- 
tabulate users with knowledge as 
we measure knowledge in ‘how 


much’ penetration. The first step 
in this is to find out the percentage 
usage of a brand among all the peo- 
ple who do not know the brand's 
current advertising story. Then 
we also establish per cent usage 
among all the people who remem- 
ber each different segment of the 
brand’s copy story.” 

Comparison of “how good” data 
with “how much” penetration fre- 
quently presents a much different 
picture as to a campaign's suc- 
cess. Mr. Parsells noted this 


through the use of anonymous 
charts. 


s Some of the results of the Mer- 
chandising of Advertising commit- 
tee’s survey of salesmen’'s attitudes 
toward national advertising were 
outlined by Donald B. Hause, ad- 
vertising manager of Armour & 
Co. and chairman of the commit- 
tee. Thirty-six companies used 
1,600 questionnaires for the study. 
Among the findings were: 

1. National consumer advertis- 


name, same fine service... 


New name, same fine service for radio stations, advertisers 


and their agencies! Now “Radio Sales” —for the 


past twenty years known as the foremost national spot 


representative in the broadcasting business — gets a 


new name: CBS RADIO SPOT SALES. 


? 


CBS RADIO SPOT SALES will concentrate exclusively on radio... 


representing 13 of the most sales-effective radio stations 


in the nation, each the audience leader in its own market. 


* 


CBS 


RADIO SPOT 


a ‘ad 


SALES . 


WCBS, New York — 50,000 watts 


WBBM, Chicago — 50,000 watts 


KNX, Los Angeles — 50,000 watts 
WCAU, Philadelphia— 50,000 watts 
WCCO, Minneapolis-St. Paul— 50,000 watts 


WEE, Boston — 5,000 watts 


KMOX, St. Lovis — 50,000 watts 


KCBS, San Francisco — 50,000 watts 


WBT, Charlotte — 50,000 watts 


WRVA, Richmond — 50,000 watts 
WTOP, Washington — 50,000 watts 
KSL, Salt Lake City — 50,000 watts 
WAPI, Birmingham — 5,000 watts 


CPN, Columbia Pacific Network 


As before, for the best buys in spot radio, call Radio Sa— 


oops! call CBS RADIO SPOT SALES. 


NEW York — Plaza 5-2000 
CHICAGO —Whitehall 4-6000 


DETROIT — Trinity 2-5500 


SAN FRANCIscO—Yukon 2-7000 


Los ANGELEs — Hollywood 9-1212 


MEMPHIs — Memphis 37-8612 


| window 
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ing is considered “very important” 
by 90% of the salesmen. 

2. Based on their estimates, the 
average salesman “hasn't the 
slightest idea of the economics of 
advertising.” 

3. Weekly magazines were 
thought to be the most effective 
in creating sales by 37% of the 
respondents; television was favored 
by 22%; newspapers by 14% and 
women s service magazines by 4°. 
Daytime radio received no first 
place votes and only 4% of the 
second place ballots. Sunday sup- 
plements also ranked low 

4. Dealers often get hedging, 
unconvincing replies when they 
ask for more local advertising. 

5. Almost 40% of the salesmen 
want more company help in con- 
vincing dealers that national ad- 
vertising is an advantage to them. 

6. Nine out of ten think dealers 
should be shown company ad plans 
in advance of publication. 

7. Some 40% would like to 
know more about their company’s 
advertising. 

8. Salesmen want more local, 
television and co-op advertising 


_@ 9. Better than 60% believe that 


display material is 
building displays. 

10. The average salesman would 
like to have his company spend 
about 60¢ out of each advertising 
dollar on national ads, 25¢ on local 
ads and 15¢ in store material. 

11. Interior displays, packaged 
literature for store distribution and 
and exterior displays 
were rated in that order as sales 
inducements 

12. Direct mail directed to the 
dealer is considered important by 
41%; directed to the consumer by 


helpful in 


| 45%. 


13. Arguments in favor of ma- 
tional advertising are pretty wéll 
understood by salesmen, but lo@al 
advertising is a subject on whith 
education is needed. 


@ One of the succeeding speakers 
who had seen the report, Perey 
H. Whiting, v.p., Dale Carnegie 
Institute, made the observation 
that most of the salesmen wee 
motivated by tactfulness rather 
than truthfulness in answering the 
questionnaire, even though it Was 
anonymous. They believe, Mr. 
Whiting said, that higher com- 
missions will produce more sales 
than increased advertising dollafs. 

“Department store distribution 
represents a tremendous sales op- 
portunity, yet the simple fact of 
department store distribution is 
me of the greatest and least ap- 
preciated advertising opportuni- 
ties,” Maurice B. Hirsch, general 
merchandise manager of Shillitos 
Department Store, Cincinnati, told 
he session 

“The assumption that nationally 
advertised products are thorough- 
ly pre-sold and all the depart- 
ment store has to do is to carry 
them is pure nonsense...I'd like 
to suggest that you forget any 
ideas you may now have about 
how well your product is pre-sold 
and start thinking in terms of how 
the department store can sell your 
product at least as profitably as 
it can sell any other competitive 
product,” he urged 

Considerations that enter into 
department store decisions as to 


which product to carry include 
stock service, margin factors, han- 
dling expense, and promotional 
aids 


Ruth Lyons Adds Sponsors 


Two additional sponsors have 
signed the Ruth Lyons “50 Club,” 
which will begin on NBC-TV Oct. 
1 at 12 noon, EST. Penick & Ford, 
New York (Batten, Barton, Dur- 
stine & Osborn), will present the 
first 15 minutes of the Thursday 


segment, and Corn Products Re- 
fining Co., New York (C. L. Mil- 


ler Co.), will carry the last 15 
minutes of the Thursday section 
of the across-the-board series. 
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A MARKET NOT DUPLICATED BY ANY OTHER 


eee oC Pl, pong Se eee ee eee oe sy peri Yi at ae ie. Sp ae ae eo ee ee ae 
a 2 =4 
s pithy 
~e " | 
7 : 
‘ ; 
e 
4 
. > 
; Says 4 
sme ® a * ’ 
a ee. 
5 ates Ba 
es. ie 7 iat ae 7 
+ el 
. : 7» i age ’ 
ee ae, a = e 
vi - fe q ’ * ae te i . 
Pal ad. pew ta. er 
4 iol ge. omar j 
- ie i ain A be ae 
" nti a "ee . ; 
7 - a Eee aes Ba Pian Fi . ; 
4 «epi is) > ee ree ey p : » ' 
¥ ao aes es) |’ soe eS ee : ; 
om i ppetan 5 ns ie a eer ee | : ‘ 
» ae PrP iis. ae Beet a 
ea = es mn ‘ : 
Py x ee e fae : Baa 
: ; ; ve : 0 ; Le ; 
* : x Ee & 
“ : im © ' 
; et é rs - _ 
— ae my ee = E ™ y ; 
- : : Me + eg en ; 
G oe (Sage ng a ieee : ees if 
car S sii *3 * ’ 2 | 
a e . i ae ae, f 2 «€ a “ r 
. ee “pape : ‘ ee 
Fy he oo! oa oo f es j oe RS Fes 
aor ae ee Ree eas r . he : 
ty: ae ee eee a es 4 ; 
$ Pe oi" ye ace Bi ve i 4 ie . 3 ee as & f _s : 
iY > ial = * hy . - * 
é Bi. x Se) A p . ae : 
‘oe el feat a me ae 
ee . F ; ago sy j 
a sc et ORS 
- r . - : ae -_ os PS 4 - ¥ 
4 - ; . ay ee «if! f r 
‘9 ¢ ot. ee ar eg a 
§ > -. & ae 2 ie oF AS F 
% 5 f ae , i) ew. Bi igh; ia . 
me as. ee A A AGT Tee | 
24 7 PH . f eee . eS te ; 
I “a : i = ae b ' 
’ : * “. Ke fe ee My ‘ Sy Flora 0 : 
a 4 er “4 2 : e . aa , eae ' 
' > Bee fea ae ete at ‘ ‘ ese eles 4 pth a ee a 
+ : ry , AP ame % sen "ss ath Sle de % eS Fs . : : 4 aN 
ae p OE ents ee on : ; : oe aerate 
. Podge ake “ire . - " we Ps i. ata ’ as cor i 
eh : 3 Dr pie gina 1 eam fa een ta oad, Be cn ; Pa eo. : 
F BE ik Bee eee ee ! a & ce ete : 
— 4 eres , “te ae age. | eee ‘ aig : ie : 
; , ; Che 4s er er e E a . 
‘ A fa, eee = é : ‘ 
_ $ : ’ ix, a Ric Oe Nee eps ae Sg oe A 
a * ° Bere nye na bo airs i coante Sa ey /- > 
ee i Eee mma < aes _ ; 
o & . r ao thee * < aS R 
a + : <a : See Sx Pe ae An i ‘ a sa 
"i # « : en eet R 
oe et ie teee Sao) = aad ; 7 
es iy poker | tt ae 
= — ae ' 
d R ‘ ¢ tea Nett eg # 3 
— i... es iat ; 
‘ ” pan ae 
9%, . ee a ee 
B ee oe. ea f ' 
nA San ae oa te , ag , 
* ie ae ee 
yp re Me. oe ee a ai ee” i : 
: 5 } er, a s te ‘ 
et na spr 5 es reais : 
; : = ee. a 
= Pe oh ae @ moe 
= - eae ae eas) 
; Mae ; eee See ae e wa. ‘ : 
ee... SPSS +o * on : 
vd . ‘ Us ain eee 
: i bere Be So 
: , . es Ce ae : oe aed f : 
E oe eee Bee : nt 
a Be AS 5 e ‘ oe 
. $ . > ene ee 5 a: : ap pie. a 7 i ¢ 
re is feo See ieee Poe ye Ee 3 : 
bk 7 Febgees es Ps ip oe suet ae 
: f : Brees =) ee . ss a ee oa eee ; 2 
é Be Ree os oa eae ee se ee te, ee ps : 
nk . Bas Sak ‘oo Va > ae ‘ pees Cait oe eee 
: . Ne oe agit Ae : ie its Sok PCOS hk ees 
S me ee a ee vin Se ee, : ef ane ; 
- a paar iy a “ae j Peek, i425 oak, ee \ 
* 4 fst fees Sees as ei ‘ Pits oe Se ies es ae : 
Sa. es RS ee ae oh eae i, oh ae ee ear - 
. eee: - or ae Aaa Es. a. Sloss ( : 
- ’ 2 sees eras ay ae cy 
~ fee liebe ae a 
ae: Fees Pt gt tee \ es . 
j +m ’ “ee Se aa a: ae 
NA Tage srh Mieae ee hs 
a we ee et 5 ‘ 
Pee e ‘a 5 = oe ; i - i: 
~eo ah, eae Bee ees 
ae oe 
. "4 wit Boek ee < r 4 3 
Pp Fan 9 ad 
, Lh Be 
M2 e ' 
—_ di 
. : 
ae : 
- 
é ce 
« Be mn o 
= € . iin 


CIeUlest (i OU HUSTOTY ° 


This is the greatest year in the history of 
“U.S. News & World Report.” 


Advertising revenue for the year is at an all-time 
high. Advertisers spent more dollars in our September 14, 1951, 
issue than they did in any previous single issue. 

. For the first nine months of 1951 linage is up 40%— 


4 the greatest percentage increase in our field. 


(lass News Magazine 


Circulation, too, is setting new records. 


Our ABC average of 448,385 for the first six months 
is a gain of 23% over the eerrespondiny 

months in 1950. That, too, is the greatest percentage 
gain in our field. 

With a readership which is virtually non-duplicated 
by the other magazines in our field, “U.S. News 

& World Report” is the advertising buy for the 
advertiser who wants more sales, 


expanded markets. 


Li.S.News | 22uieemsee 
§ 448,385 | § World Report | Ais inits eld in 1007 


IN PERCENTAGE ADVERTISING GROWTH 
NEWS MAGAZINE 
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Better Than a Hunch... 


Mead Says Most Readership Reports 
Are Useful If Further Researched 


Bemis Doesn’t Trace 
Sales to Ads; Deines, 
Hiles Address ANA 


New York, Sept. 25-—‘‘Despite 
the admitted infirmities of reader- 
ship research, and even despite the 


ease with which it can be misused, 


there is much to be learned from 
it—-no matter 
how technical 


your advertising 


content may be 
This statement 
was made by 


Fergus Mead, v.p. 
of the Buchen 
Co., Chicago, whe 


led off today’s 
session on dura- 
ble goods and 
services at the Fergus Mead 
42nd annual 
meeting of the Assn. of National 
Advertisers 

The agency man insisted that 
misuse of research “is due pri- 


marily to the fact that the reader- 


ANA Meeting | 


ghip reports available to us are] 
@ little value unless they are fur- 
ther researched.” 

At the same time, he expressed 
doubt that anyone would want to 
@bandon the research approach 
@nd rely wholly on hunch 


@ Three things: s and out in con- 
Bection with readership research 
in Mr. Mead’s view 
1. It's hard to be genuinely ob 

ctive—but it’s very necessary 

he advertising man—as distin 
@uished from the pure researche: | 
usually trying to find tha 
Something is true. He can seize or 
a difference of half a percentage 
Point and blow it up into incon-| 
tfovertible evidence of indisputa- | 
ble leadership. We need constant- | 
ly to be on guard against makin: 
statistics into symbols 

“2. Much—very much—more| 


is 


research is needed. Advertising 
needs the ARF's, the NIAA re- 
s@arch foundations. It needs the 


Starchs, the Gallups and Readexes | 
It needs readership explorations 
by advertisers and agencies and 
publishers. The basic facts are still 
far between ) 

' 


ina 


will, the figures 
only four business 
surveved by Starch 
mly five single issues have bee: 
researched by the ARF. We can" 
use the fruits of research—we can‘i 
appraise their validity withou 
first collecting them. Readershi; 
research needs all the support an 
push we—all of us—can give it 
“3. And _lastly—interpretation 
Facts, in readership research, have 
a habit of being jumbles of figures 
dull statistics. As we attempt to 
marshal them into order, we must 
eternally wary about giving 
them more, or less, than their due 
The researchers themselves are 


@ "“Reeall, if 
I mentioned 
papers are 


vou 


be 


cialists on 
SALES PORTFOLIOS 


SERVICE BINDERY CO. 


INC 
2241 S. WABASH AVENUE 
CHICAGO 16 


CAlumet 5-3224, 


temwinders at 


the 
data, but not necessarily at inter- 


digging out 
preting it. When somebody says 
it must be true because ‘Look, it's 
n this top-ranking ad’—look out. 
It ain't necessarily so 


es “There's a lot of research re- 
por.s that don’t mention both sides 
# the case. They scream their 
eads off about the top ten ads, 
yut keep discreetly mum about the 
soOttom ten. Yet both contain truth. 

“Thus objectivity, adequacy of 
data, validity of interpretation are 
the goals we must strive for as we 
attempt to make the readership 
researcher an ever more important 
member of the advertising team.” 

A second speaker, Paul V. Fitz- 
gibbon, account executive with 


Gardner Advertising Co., St. Louis, 
told how directors of Bemis Bro 


Bag Co. de.ermined whether gen- 
eral magazine advertising was a 
good investment for an industrial 
company 

First, he said, there was the 
matter of determining who is 
“qualified to give evidence.” 


Groups that could help Bemis and 
its agency make the decision were 
identified. Then surveys were con- 
ducted among 1,080 customer ex- 
ecutives, 307 customer purchasing 
agents, 316 non-customer execu- 
tives, 1,000 college seniors, 28 Be- 
mis branch managers and 202 
Bemis sales personnel 

When the findings were all] in, 
they had to be organized against 
objectives, so seven of these were 
arbitrarily established—"“things 
which it was felt general magazine 
advertising should accomplish for 
Bemis in some degree.” 


@ The objectives thus set up were: 

1. Make direct, traceable sales. 
This was brushed off, however, on 
the ground that sales cannot be 


traced directly to advertising in 
the bag business 

2. Tell the Bemis story to 
executives of customer and pros- 
pect companies. It was found that 
business publication advertising 
(more than 60 trade papers are 
used by Bemis, getting about 70% 
of the budget) “misses a big seg- 
ment of important people.” Spe- 
cifically, it was learned that 10% 
of Bemis customer-executives read 
no trade papers and 35% read 
none of the 60 trade papers used 
by Bemis. But 59% of Bemis cus- 
tomer executives read the general 
magazine heading the Bemis list 
(Time—a magazine in which Be- 
mis has advertised more consist- 
ently than in any other general 
magazine over a period of years). 


top 


es 3. Sell and pre-sell customers’ 
purchasing agents. Results of read- 
ership preference among p.a.s in- 
dicated general advertising (in 
Time) to be the only approach to 
many. 

4. Increase morale and enthust- 
asm of Bemis salesmen, so they 
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will work more confidently and ef- 
ficiently. Salesmen overwhelming- 
ly voted in favor of Bemis adver- 
tising in general magazines, 81% 
to 19%. 

5. Tell the Bemis story to the 
bag buyers and business leaders of 
tomorrow. A_ thousand college 
seniors were asked, “Do you hap- 


pen to know the names of any 
bag manufacturers?” Bemis, the 
only national advertiser among 


those listed, led by about 3-to-1 
over the next bag company 

6. Enhancement of the advertis- 
er’s capital value. This was a 
minor consideration with Bemis 
because the company’s stock is not 
on the market and there is no 
particular financing problem 

7. Create a favorable impression 
on suppliers. This is a good bonus 
to be accumulating, said Mr. Fitz- 
gibbon. The desirability of the ob- 
jective was conceded, but, since 
it would not rate high among the 
other objectives, no evidence was 
sought. 
submitted to 


@ All evidence was 


os: : eee ae 5 Peo ae r, ay is * ‘: oe 
~ . £ 2 Ee ee ce ae ees 1 aa 4 ee ee | ee 
5 ? e aes zg —. ie Be ae pone 
| : A erent cy hee 
a || i ee 
a 
‘ } : 
i. po a Po | 
: pe . | 
. ¥ S | 
s } 
i es _ ~_ 
° : “ 
Mo cote ee eae a ee Wie ee ) ae ® ae ce ones si “ * * 
. . eae See: ie Ee ees, ee. Pir: oe Ve ; a oe ee : : 
Rees! ale ee Se”) eine fem ee : k Pee en i babes ae oe ee See ad Eire j : ei & 4 
“Saks a ae foe San > ON age: eae oa We i, a ae tie: oe Do)” ~ Shenae et eedeen ae i ae ; 
Tee @ Age ee ‘ ae i tote ieee Ge a ae Be a , 
>» Sot aie? oa yoy ps ee oe . Be aoe ies ae ie eo Doin 3 San a . 
: Fac, | ieee ene ee. ce hate © the ae ete i ao Vee iy a 
3 MA oe oo See Mle a, ‘ ering oe, =e Maer ae ne Ne, os iS oe eae 5 
eT Sg Pegg wis: ob peas i a ee Ys * eae ce hee ee memes Ma es 
EY i . Mase eae rsh op te Wa ee ne: : a is ae or aa ~ ¥ ie > ae ae ee pale t 
it ee Ge oar eee SS ae ae ae 
fe eee OE p's pie eae eu ener es (ae _ ip Se: 2 oy i a Saari oe ee ae 22 
, es Nee emnet Ef Se eo eee se tee . ON Reis |: 2 ee ars Pee ate eh eae Be ~ a 
Hi /. Pee ees eee ote Jat: Jarre a ” cc tmiice ye . 
ee Nar) Gg ee a ee a ee ey ees i 
an Rae game i ees ea ae ACS 5 ire St ee ener: | AS. ae ay «| a , 
‘ee ee en een ees ee eee : ae ot See ge Sian pcre Fe 
: ip eae Ss. ee 2 ee ae ee ee ae RLS Oe yo 
fe ee ha ne ee: r aay ech ig 4 te, oe he Be rn 
| ater te ee Bea se aM ; : ; Bice leg re 
ae en Le 3 yi i 
ee ra 2 anatamie eas ae ; Bey 2 
Sie oe ee ee yay eo eae 
Cag eee a See 
\ Fae en te ie eat. are : 
Rice oh eon oe whe ae ee ey a 
Per ee aan = a. - . 
2 4 ee TA pe ; ue? ieee 
“fs es ee : oh é 
y SESE SR eaet eee ee = ear 
Desh i eS a eS ie 
Fo 0 noe NS ea ws eo ae 
: ee ae ; Biba s . 
eS <n ee oii oo a a a ‘ 
, ee ee 8 \ a \ ; cet em 
. ee Sg ee \ : ae oe ; 
i : ene i, Cones ia, * ee a - \" eae \ z Se eae 
i ( eee Wee a2 es ~ va me Se eg ae is oe Te) Pore e 
eo | ee ee rt ae Pe ie oe a ip een se a Poe re . 
ee -  eeate Ys oe Os eee sain ee ee eet ae ae Bet seo 
- le foam Ms eth he reais pee. x oe ee See os. ore as ee enh 
Pa Mri geile ee a ee tee. a ee oe =e aan . UES oe ee: 
‘Si Se ES 2 cis a es ae Pe Sh ie ee os ie ee ra 
+7 } boa 8 eta cs gee Sola he. Sr eo eae ae z its ae ‘ eet rd Panis © ep ce a ey. a 
- 9 ie aaa, age! tga ta : = ee SMR AS amie es Mea i a Be ss 
E \ oN Sa S. : an: ee ee Pe ee iti ea Ae eae ae i i es Pe wane: © 
a i a Sie ie ere eet: ae a 5 Aas coo : we Ts | ney ae  —— ee Sia : 
ne a oun Bc. <8 tet, ie — 2 So 2 a pa aa Ps oe. Ss 
Bore A 1 eee ae Regen , ee oR te 6 ge ee ee we : 
ny BM. ea ne: a ae ee on ae : 5 : ee: is, oe oan 
ff Bye ey Ss Ak SRE ‘Sa Je eee 
+e ae ade a el ; ee - ie yes 
~— . ee. oe ; ae BT eer 
‘J ep Pe 2 aes wr. ae f re o ae 
oa Seems See a Re Boa pe 
; hes ear. - s be. ae 
Ne ee ae "th See ae ‘ ip | ishaets 
Ne Bi lia a hie a Se ae 
— ee Dee pee _ ES aee 
ss lag 2 Ty) eh ore | “i Be eee 
at Soy Te ea Ct ae @ en ; 
an SS See ye ee ; Soe fi ae 
ra | Pe es ee ee A ie eer 
‘ ee i ea at wg ea ee 
ff te eee is ‘fee j e.. aid ! 
as ee Oy cee eerie : ae Ae ten 
Oe = Nei ae pete a Be >. ef ih Se “od em >= ae 
, i is ae Linge ae a ‘ : ea ; eat Seek Gi eee _ a Bo 
Evins, wtpesy " Sey Wi a ae ee 5. ai ae - 7 25 Ne cn in a oe je och 
ae oe | ee ae ae > Pig’ is ao 
pees amen tir Veo ge 2 Amen 7 8 Oe SA) ag aes le ee, bs im vie AF 
th Add oe So age, 8d: a, eer at — cea teen See | — 3 4 
ee oe ety coe ee id ae eA 5 ge eae 
Pee a Gage kes ee te. Pegteces ; at Sree My og Le ah eS ae a ue 
See ie Liane a - ag Eve mt ae Shes ag eae So Ram - B He io tek 
~ > eee rie. ghee] ee Sue h i eS i oe oe a Same 2 er : 
ace: ee Pri nc eee oe Te aS mi - eit 2 ae ers = 
Lav eo ee ae WS eee 5 ~ ee eo - ‘ee 5 ee iene es Sea a oes 4 
Ce er Ai gees 2 ¢ ah Me Sy hae _ ae = ‘ 
4 quceaeet i bg ie = ty ae es = co Pacer i 
. Behe eae oo ; s a ee 
Fee ene | ee ; See 
5 ee ee vee a) . Se ae 
eae taki (hs : pe ee ws ul ae ae 4 
: ee i ae a aa 
on ae eee og ie ee 
ee) Ne eee S . Bee . 
as a ee Bs a se ; ee 
ij onee ne ey B ag wea 
ards ie a ae 
fi oe ae er ea eae 
5: iia RO ee Layee a St, eee 
ie scan we So ante: Bs a .: ee BE ee: 
Ca, trie a a eae ess 
f ee a eee A ke q P ; : Ph ae “= ere nae 
ee emis mY Pe Tate sfeaa ats an = ze ye coe ae uN F< rite 
ee coin ee 2-2 Seay Noes. ose xi Me RE ar he ng Bes | ee ae 
i eta sat ee: Wem Rta. aes — ; i te hoya oa See . gon. Wet 
* a : is feta ee =e ot eS oer ae ie . a) ae 
Sry a oe ree pe aS 2: ea 5) eee yee “aa ae cee we sa | ere eee 
>) Wes memec aes hea Peas ey $ eae. eeu Pema er oes Aan oe Bee = eae To 
P f } hae eee ae ve pee | ye ae a a ae wie 
es WE LS Ti ieee al we ia i aa ee ee — a ca 
j ' ee er ae Ue age Se Lae eo ae ae -: Ex cae” od 
f ere arn cuenta ee ws yea Re Be ot the a Br) ke 
ug pie aeonr/ | elie oe : Sic aa) Ry ‘ Jae Se ee Sree cr. eae « ee me | : 
“— 2k OOO o aA eta ie. Sev ome ree irae oD age Ss ies 3 P r cca See Mier ete ee 77 eee fae oe Zi 
Riba SS Mees ee ee ee P ee a eee CG ae 
a ie mera 2 Sane Pe cam ae ge = thee v1 Pax 3 cia pete ages Ws ; Be ae ea * 
4 ete ee a Ca a a ee oO ae a Wee ea SP srs, a eae = 
: % seater fogs a Pe ee he kes Te Ae ea Mane | ee Ne abs ie ed e. aa vx, 
eet = ae aie eee ae a Ne eee) ee ee ee ee he) eee ee 
te pees ey “gece g a! Seats: t eh 2) Se oe a eae os" ee ee 
, tea ree See eae ons tue ory Rei eke. ees ee “sg ie io ee Oe 
: , Ses ste ais Rigetgen ee: atts Seg : oS ek ee ee aoe ‘Ss oe ee 
os ee OR eo ry pea sole ae ae * : a r Moe x oe i me ea We 2 ir Mei é 
Oy ere ee Fi wee ne Fae, ri one Fg Po Pa Gee t = i 
hs és vay Te as gin: fs ee Bk Seer ck? oe Se a eae 
eS olay: le a i a a - % <r : oe oS Re OPEN am 
« a pe ole eget eae ' : Bs ay, Sa 2 aaa 
; ie 5 ae alo ageg as + a a eee re , ee: Ro te rete. as ae, aan 
ate, See te ost a ae a ps i" me i ees a i: Se ae 
a ee ae ee es: Ms ee Pee hae 8 ee =. - _ ee eae 
) Oe Sr arn es. oa ae a a ue bane S @ pee eee S. eg ee . 
ey pee i ie ai pe es er tes Soran ee Ss eae, 
ote i eR Paae®, Goce < Vs ee ae : Re eo ee argia S| i F Sa a ay a 
— eee Cs enn ofp SME F i x fae a CP aaa © ha 4 ts tS 
: oe pena, Gar. 3 Te Cee Asie wine Aes. SA ee a an ee a 
“4 are es nts a 3 Deine = ; x : ee BS it te ine 3 bee . Ey <a 
. : moe eae Pee oe + € wae a, lay eee F | 7 a "ks ai 
: ., purty Act Relig < 2 ee aoe eee Betsey pe 
or eat oe sel Pret. eee Pe; Soames are a is : p: poses oh = ons Ber Lae. 5 i. el 
(Ee TONG SENN Ae peal ce ee aa See re * Te ae eae Meg rae | i Ane ¢. a 4 os a 
: “sy ee ee So ee: Br . ae Ua “See OSS Sens. 5a ee ee, oer) 
os Reece yw ok A Ree Vailas | ages ate ee. oe Sn i se 
’ eg tag Sones eee na Ete te Seeeeene ae a ies cas Bye? ape ae Oe Ma a ae ae =, Fa: 3 
: be ate Oy dee RS ae Ge) Maar eral oat page i a a ‘ af op eo Binet - Peet 
eetace ne “a LF ane Oey eet FemeS > Pies ; " Fs Re ee ocd. haya a ee es ee 
oe Wyte tes a en s ; : Keo Dy. = 3 ae z i a aa ee Dee es : ve 
i Fe Sore ** : . oe Solan 208): i Br nds, ae » 
. OOaen * Px 3 re ee i 
oa 
a : 


Advertising Age, October 1, 1951 - 


urged ad managers to adopt poli- vertising manager of Remington 
cies for “apportioning expenditures Rand Inc., advocated a policy of 
that will make a given a™ount attack, not defense, when top man- 
of money produce the greatest’ agement criticizes “high” ad ex- 
amount of user preference for our penditures. 
company’s products.” He said four charts, easily pre- 
“The easiest thing in the world,” pared from a company's published 
he said, “is to build a case for the financial reports and from records 
continuation of a time-honored of advertising costs, would provide 
and annually recurring item in an ammunition for the attack. 
advertising and sales promotion The first chart, he said, should 


the Bemis advertising committee, 
which then evaluated the seven 
objectives. Each factor was given 
a weight against the degree to 
which it is apparently achieved by 
general advertising. Fixing the 
total of all objectives as 100%, 
here is how they were rated: 
q Reach executives who influ- 

ence purchase 36 
Increase morale of Bemis salesmen 23 
Pre-sell and keep selling pur- 


chasing agents 17 budget. But surely now is the time show that “although total adver- 
Sell tomorrow's industrial leaders .....12 to subject every activity and cam- tising dollars are up nearly four 
namnns Geenehed worth of 4 paign to an open-minded, critical times over 1940, there is an in- 

c any . : ” ahs 7 
Create favorable impression analysis—and continue them only crease of only 3% in the share of 

on suppliers : if there are good reasons for doing total sales devoted to advertising. 


Make direct, traceable sales | 
j Bs... is possible,” said Mr. Fitz-| 
gibbon, “that this evaluation, 


so, reasons that will be understood The second chart should illustrate 
and agreed to by most anyone in- that while “we're spending 3% 
terested in the company’s success,| more of the total sales dollar for 


whether or not it is pinpoint ac-/} ; not just by those who created the advertising than we did in 1940, 
curate, is one of the more impor- MOGEN DAVID DOES IT—Principals in the only wine advertising campaign, spon. = expenditure. there is a 19% decrease in selling 
tant things to come out of this sored by Mogen David Wine Co., on network television cre (left to right) Edword “It requires just as much crea-| cost per dollar of sales.” 


| whole study. It gives a good yard- Weiss, president of Weiss & Geller, Mogen David's agency; John McQuade, stor 


of “Chorlle Wild, Private Detective”; Henry Merkus, v.p. of on Gevtd Wine Co. tive imagination to intelligently The third graph, he continue 


— by mene the rather and Marvin Mann, v.p. of Weiss & Geller. The show is heard on 50 ABC stations. cull, reapportion and redirect ad- should illustrate that, oe lower aa 
diverse dividends from this invest- vertising and sales promotion ex- the selling expense incurred, the oe 
ment, penditures as it does to create the greater the operating income for < 

“The most important outcome considerations had been so basic good investment for Bemis.” right kind of advertisements and a company. ae 
of the study was, of course, the that the question had been an- sales aids,” he said. ; 
verdict. It was a unanimous ‘yes.’| swered for at least some years to @ H. J. Deines, advertising mana- @ The last chart should picture 


Moreover, it was felt that all of the| come. General advertising is a ger of Westinghouse Electric Corp.,| # Sterling J. Hiles, assistant ad- the latest year against a “normal” 
prewar year. 

“First, you can say to Mr. Brass, 
here's how our business is doing 
in comparison with the country as 
a whole. The price index, the 
measure of inflation, is up to 171, 
but our sales are up 381% over 
1940. Sure, our total advertising 
bill, at 395%, has risen faster than 


our sales—but it’s still only 103% h 
of what it was pre-war, in relation f 
to sales 

“We've put 28% more of our 
selling expense dollars into adver- . 


tising than we did in 1940, and 
look what's happened to selling 
expense as a result-—-19% beloéw 
: be the prewar par. And the natufal 4 
ae : ps - result of that performance—a 50% ¥ 
increase in operating income per t 


% : dollar of sales.” ‘ 
we Mr. Hiles also introduced a reso- 
4 : ; : lution of appreciation for Adver- 


: ; tising Research Foundation studies 
ate ae Las a ed car? pti oF and calling for more. It was ca¥- 
: i ; ‘ ried unanimously. 


“than ever before! | 


dence, R. 1., has been formed after 


the purchase of Butalite Co., New- i 
ark, by Harry Banks, president @f : 


i Theodore W. Foster & Bros. Cé., 

or Providence jewelry manufacture®, 

tf a and Robert A. Blythe, president of 

aes B. B. Pen Co., Hollywood. Tite 

a new company has contracted fer 

aa - : ee : Foster to manufacture a butage 

. ‘this : 
ae a D% GREATER 


than ever before! 


through B. B. Pen. 


Ads appearing in The Kiwanis Magazine 
ore receiving an average of 22% 
greater reader interest than identicol 
or similiar ads appearing in two basic 
business and general publications!* 


| Here's Why - 


Reader's confidence in advertisers 
with all general e 


0 eee 
—< coccee see 

cateenedtaan Ge 
yy Fy se 


Reader interest compared with other 
read* 


Complete Reedership ond Merket inlermetion 
eveileble on sequent 


the KIWANIS Magazine 


PUBLISHED FOR COMMUNITY (LEADERS 
270 N Michigan Ave, Chueeqo ti tt’ 
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‘Saturday Evening Post’ Issues Exhaustive 
Studies of the Impact It Has on Readers 


PHILADELPHIA, Sept. 25—The 
Saturday Evening Post has issued 
a 73-page book titled ‘“Meas- 
uring the Impact of a Magazine,” 
in which are detailed the results 
of three readership studies con- 
ducted by the Curtis research de- 
partment 

he the “im- 
pact’ of magazines on readers Im- 
pact is described by Morton Bailey, 
Post “that 
favorable attitudes 
feelings and 


minds 


studies deal with 


f the 


manager ot 
whole 


as 
area of 
reactions, impressions, 
emotions in the hear anu 
of readers concerning a particular 
magazine generated by the editor- 
ial and advertising policies of that 
nagazine.” 


@ According to the First National | 
Impact Survey, results of which 


were released about two years ago 


(AA, Oct. 10, °49), the Post ranks 
well in “the hearts and minds” of} 
ts readers, based on replies to 
questions in the following cate- 
gories: (1) time spent; (2) time 


picked up: (3) reliability; (4) at- 
tention to advertising, and (5) con- 


fidence 
In its Second National Impact 
Survey, the Post decided to meas- 


ure impact specifically in relation 
to the and purchase of the 
products of a single important in-| 
dustry; in this case, the passenger | 
@ar industry 

The sample in this survey con- 
fisted of 10,805 dwelling units, and| 
Personal interviews were com-| 
leted in 75% of these sample} 
ouseholds 


UuS¢ 


® As in the first survey, the Post 


Gompares itself with three other 
ublications—-Life, Collter’s and 
ook—-which it designates in the 


§urvey simply as Magazines A, B 
Bnd C. Also, as in survey number 
_ the impact factors measured 
@re reliability, attention to adver- 
@sing. and confidence; i.e. re- 
Spondents were asked which maga- 
Zine they felt was most reliable, in 
Which did they pay most attention 
® advertising, and which gave} 
them the greatest confidence in| 
the products advertised 

The results show that about 62 
@ut of every 100 persons (61.8% ) 
ig the car-owning group selecting 


the Post and Magazine C named 
the Post in response to the reliabil- 
ity question, while 38 persons 
chose Magazine C over the Post 
(see chart) 

@ In addition to the regular im- 


pact questions, three special ques- 
tions were asked after the passen- 


ger car questions had been com- 
pleted. They were 

1. In which one magazine are 
you most likely to pay attention 
to the automobile advertising” 

2. If 1 were a manufacturer of 
iutomobiles, which one of these 
magazines would you suggest I use, 
in order to reach you with my ad- 
vertising message” 

3. Which one of these weekly 
magazines gives vou the greatest 
onfidence in the automobiles and 
sutomobile products advertised in 

rt ‘ yu ere asked be- 

e the fi hree questions, al- 


Build Volume 
at LOWER 
SALES COST 


Door to door Selling—bet 
ter known as O'IRECT 
SELLING — is building 
giant voiume quickly for 
many manufacturers i] 
moy be your answer to 
ovesent day complex soles 
problems. Direct Selling Is 
tully explained in fascinat 
ng booklet—moiied FREE 
Please write on your let- 
terheod 

OPPORTUNITY MAGAZINE 

28 € Jockson Bivd 

Dept A86, Chicago 4, Ill 


though asked of car-owning fam- 
ilies, made no reference to pas- 
senger cars but simply attempted | 
to rank the four magazines on the | 
of over-all reliability, a 

tention and confidence 

Two of these questions—the at- 
tention and confidence ones 
closely parallel two of the regular 
impact questions, and, as might be 
expected, the results also tallied 
very closely with those from the 
regular questions 

On the “reach you with my ad- 
vertising message’ question the 
Post was selected over Magazine 
A by 86.5%; over Magazine B by 
77.3% and topped Magazine C by 


56.5% 


basis 


e The third survey reported by 
the Post was a special reading pat- 
tern study which was a refinement 


of the “time spent” category in the 


Per Cent of Impact Among Duplicated Readers 
in Car-Owning Families 

Reliability Attention to Adv. Confidence 
Post 61.8 85.8 86.2 
Mag. A 38.2 14.2 13.8 
Post 83.4 77.6 78.8 
Mag. B 16.6 22.4 21.2 
Post 61.8 54.5 58.9 
Mag. C 38.2 45.5 41.1 

first survey. The primary object sive detail on how the survey 


was to determine as accurately as 
possible the amount of time de- 


voted to reading the Post, Life, 
Collier's and Look 
Based on returns from 1,214 


households, the Post and its three 
rivals occupied readers’ attention 
follows: Post, 43.1% of the 
time; Magazine C, 28.2%; Magazine 
A, 20.6%, and Magazine B (Look, 
a bi-weekly), 8.1% 

The book provides comprehen- 


as 


samples are designed, and also ex- 
plains methods used in gathering 
information. Questionnaires used 
in the field are reproduced in the 
appendix, and there are numerous 
detailed comparisons and break- 
downs 


FAMILY SHOPPING WEEK 

IS PLANNED BY ‘SEP’ 
PHILADELPHIA, Sept. 24—The 

Saturday Evening Post in one of 


Advertising Age, October 1, 1951 


its largest merchandising efforts to 
promote the 225 food store prod- 
ucts advertised in its columns 
will sponsor a Family Shopping 
Week in 3,000 grocery stores from 
Oct. 17 to Oct. 27. 

During the week-long promo- 
tion grocery dealers, supplied with 
posters, banners, display and price 
cards and shelf tape, will feature 
the Post-advertised products. (Ra- 
dio scripts for spot commercials, 
mats and news releases will also 
be furnished to the dealers.) A 
spread in the Oct. 20 issue of the 
magazine, with the copy theme 
“It’s fun to shop as a family,” will 
also list the products 

The family shopping promotion 
was designed after two years of 
research and testing. The Post in- 
terviewed 68,000 supermarket cus- 
tomers at the checkout counters 
using extra tapes on the cash 
registers to keep exact buying 
records. In addition, 17,560 were 
interviewed in the home 

The study disclosed that women 


Who pushes 


your 


product ‘? 


Business has been defined as: A has something B wants; 
B has something A wants; Try to keep them apart! 


Your predecessor may have sold his product simply as a 
product. You must sell yours as a benefit to the buyer—a 
service to the family. Every month more than 212 million 
substantial American families look forward to The American 
Magazine. They look to it for ways to make the family 
healthier, happier. more secure. It’s their service manual for 
successful family living. And because it is America’s Fam 
Service magazine, its readers are hand-picked, specially 


conditioned customers. 


These typical family service features in the October issue 
show how The American Magazine “pushes your product”: 


than just a pastime. 


Advertisers of food products, read: THE VANTRESS FAMILY 
CHANGED YOUR DIET—The American Family of the Month— 
showing how one family’s ingenuity has affected the nation’s menu 

Advertisers of bus, rail, ship, air lines; luggage, travel togs, 
sporting goods, read: WE FOUND AN ISLAND PARADISE ond 
SOMETHING NEW IN NEW ENGLAND, two colorful family 
travel features in one issue. 

Advertisers of cameras, photo supplies, albums, read: PHO- 
TOGRAPHY IS MORE THAN FUN—a family service article 
proving that being able to take pictures can mean more to you 


Advertisers who have a stake in preserving the American Way 


of Life, read: HELP WANTED IN WASHINGTON by U.S. Sen. 
Douglas and WHAT THE G.O.P. MUST DO TO WIN IN ‘52, 


by U.S. Sen. Saltonstall, institutional features to keep the family 
abreast of American Affairs. 


The Crowell-Collier Publishing Company, 640 Fifth Avenue, New York 19, N. Y. Publishers of The American Magazine, 
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Advertising Age, October 1, 1951 


shoppers spent an average of $6.14 
and men shoppers spent an aver- 
age of $5.30. But families shopping 
together had an average bill of 
$8.92. From these figures, accord- 
ing to Hal Ellsworth, food promo- 
tion manager, the Post developed 
the family shopping theme to help 
increase the sale of Post-adver- 
tised food store products 


@ Central Markets in the Albany- 
Troy-Schenectady area and Mini- 
max stores in Houston were used 
as test centers to determine 
whether promotion of Post-adver- 
tised products would increase store 
traffic and sales. Central Markets 
reported increased sales in all de- 
partments after two weeks. Meats 
showed a 105% dollar-volume 
gain and produce a 16.9% gain. 
The Post-advertised Del Monte 
brand corn showed a 214% gain; 
Sunsweet prune juice, 293%; Bor- 
den’s milk, 233%; Velveeta cheese, 
280% ; Heinz’ ketchup, 117%, and 
Campbell's soup, 208%. Six weeks 


after the test promotion, Central 
Markets reported 75% of the 
storewide gains were maintained 
Minimax stores reported similar 
results. 


HECHT WINS CONTEST 
PHILADELPHIA, Sept. 25——Win- 
ners in a nationwide sales promo- 
tion contest sponsored by The Sat- 
urday Evening Post are the Hecht 
Co. department store, Washington, 
in the category of stores doing 
more than $5,000,000, and Savitt 
Inc., Hartford, Conn., among stores 
doing less than $5,000,000 
Contestants were judged on the 
combined use and effective coor- 
dination of available media and 
sales promotion methods which 
secured the best results in actual 


sales and increased store prestige. | 


Novak to Laughlin-Wilson 


Theresa Novak, formerly in the) 


media department of William Esty 
Co., New York, has joined the 
New York office of Laughlin-Wil- 
son-Baxter & Persons 


A has what B wants; The American Magazine 
reaches over 212 million substantial American families 


specially conditioned by 
product selling. 


B.has what A wants; The American Advertiser has 
a sound product or service looking for new markets, 
for new customers at the lowest possible cost. 


of automatic heating equipment, 


WHAT A GAlL—Timken Silent Automatic division of Timken-Detroit Axle Co., 
hos used o real live Americon gal to illustrate 
that heat generated by one gallon of fuel oil is equal to that of 140,000 paper 
matches. The idea is offered os a window display theme for the compony’s dealers 


for successful 


Try to keep them apart! The logic of things will 
eventually bring the two together in the pages of The 


American Magazine—where your advertising costs less 


T A 


because The American Mag 


} } rder 
, € er 
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Collier's, and Woman's Home Companion 
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Competitors Are Pals 
in Jacksonville 


JACKSONVILLE, Fia., Sept. 25 
There's nothing like a little friend- 
ly competition, and two ads in 
the Sept. 16 Florida Times-Union 
here represent something of a 
high-water mark on that score 

To announce that it was adding 
Manhattan shirts to its line of 
merchandise, Rosenblum's _ store 
here took a full-page bkw ad in 
the Sunday paper, on Page 13 

On Page 12, Levy's store, long 
the exclusive distributor in Jack- 
sonville for Manhattan shirts, ran 
a full-page b&w “welcome” ad 
headed, “Here's what Levy's tells 
Rosenblum’s.” In part, Levy's 
told 

“We believe that together Levy's 
and Rosenblum's can better serve 
Jacksonville with the finest men's 
furnishings by Manhattan. The 
whole setup is a good example of 
the American system of free en- 
terprise in action. We like that 
system. So we say again to Rosen- 
blum’s, ‘Welcome to the Manhat- 
tan team!’” 

Seems that Manhattan shirts 
should add an Amen to that 


Fertig to North Side Papers 

August J. Fertig, formerly on 
the sales staff of the Southtown 
Economist, Chicago, has joined the 
advertising department of Chicago 
North Side Newspapers 


Schaible Co. to Farson 

Schaible Co., Cincinnati, has ap- 
pointed Farson, Huff & Northlich, 
Cincinnati, to handle advertiging 
for itself and its division, Dj T 
Williams Valve Co 


Clark Joins Headley-Reed 

Edward’ J. Clark, formerly with 
B. Altman Co., New York, has 
joined the New York staff of 
Headley-Reed TV Co., station fep- 
resentative 


Rhone to JWT Radio-TV 

Alan Paul Rhone, formerly of 
CBS-TV, has joined J. Walter 
Thompson Co., New York, af a 
director in the radio-TV depa@rt- 
ment 


Dad's Promotes Wyant 

Willis Wyant, northern territ@ry 
sales manager of Dad's Root Beer 
Co., Chicago, has been promé@ted 
to merchandising and advertiging 
manager of the district 


Building Firm Director 


a 
lA 


Ralph Maxwell Lmmell has been 
ted a director of John W. Harrix 
Associates, Ine. New York, builders 
Me. lmmell and 365,024 other men of 


action throughout Americ 
read The Wall Street Journal daily. 
(.evenTisementT) 
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AUGUSTUS HOUGHTON 

New York, Sept. 25—Augustus 
F. Houghton, 72, head of the auto- 
motive trade counselor staff for 
two McGraw-Hill publications— 
American Automobile (overseas 
edition) and El Automovil Amer- 
icano—died yesterday at his home 
in the Tudor Hotel here 

Born in Jersey City, Mr. Hough- 
ton had been with McGraw-Hill 


International and its predecessor, 
Business Publishers International 


NEWSPAPER 
CLIPPINGS 


from 2000 daily and 
popers in Mi Nf 
lewa, North and South Dakota, 
Montana and Nebraska. We can 
give you complete coverage on 
ANY SUBJECT, news or advertis- 
ing. Write for details. 


Western Press Clipping Exchange 
Established 1900 
1022 Lumber Exch. Bidg., Minneapolis, Mien. 


weekly news- 
Wi ~ 


peo bp ee 


Corp., for 22 years. He was a mem- 
ber of the Export Managers Club 
of New York and the Overseas 
Automotive Club. 


BEN NASH 

New York, Sept. 25—Ben Nash, 
69, designer and merchandising 
consultant, and one of the founders 
of American Designer’s Institute, 
died Sept. 21 

An industrial designer of na- 
tional prominence, Mr. Nash was 
formerly head of Products Devel- 
opment Co. At one time he taught 
marketing at New York Universi- 
ty, and was the author of a text 
book on the subject. He was also 
an honorary member of National 
Assn. of Industrial Designers 


JOHN A. SCHAKE 

RocHester, Sept. 25—John A. 
Schake, who promoted soap prod- 
ucts into millions of American 
kitchens during a lifetime of sales 
managership, died Sept. 18 in Ro- 
chester General Hospital. He was 
81. 

Early in life he became sales 


manager for the territory west of 
the Mississippi for a soap product. 
Then he joined the William Waltke 
Co. in St. Louis, where he devel- 
oped the sales strategy for Oxydol 
and Lava soap, two products later 
sold to another manufacturer. He 
retired at 60, but nine months 
later the Lambert Pharmacal Co. 
prevailed upon him to join it as 
sales manager, a post he held until 
four years ago, when he retired 
and returned to Rochester 


O. D. McKASSON 

Des Moines, Sept. 25—0O. D. Mc- 
Kasson, 36, v.p. of Son De Regger 
Advertising Agency, Des Moines, 
died recently at lowa Methodist 
Hospital here, following an illness 
of two months. 


BERNARD READMAN 

DETROIT, Sept. 25—Bernard 
Readman, 43, advertising manager 
of Vickers Inc., Detroit, died sud- 
denly of a heart ailment here Sept. 
16 

Mr. Readman joined Vickers in 
1934. After six years in the engi- 


neering department, he was trans- 
ferred to the sales department. He 
had his first assignment in adver- 
tising in 1943 and was promoted 
to advertising manager in 1948. 
Mr. Readman was a past presi- 
dent of the Industrial Marketers 
of Detroit, local chapter of Na- 
tional Industrial Advertisers Assn. 


GEORGE W. SHANNON 

New York, Sept. 26—Georze W 
Shannon, 80, dean of salesmen and 
formerly a director and v.p. of 
Robert Gair Co., manufacturer of 
shipping containers, died yester- 
day. He started with the Gair com- 
pany as a salesman in 1903, and 
was active until two weeks before 
his death. 


FERNAND A. BERGER 

New York, Sept. 27—Fernind A. 
Berger, 59, publisher of Culinary 
Review and Chess Magazine, and 
executive secretary of the Ameri- 
can Culinary Federation, died of 
a heart attack at his home vester- 
day 


HoT? Were sizzlin g! 


| Sizzling IN OCTOBER 


... with the fattest October issue in American Home history! More pages of ad- 


vertising! More in advertising revenue! (Sure proof that American Home's trail- 


blazing editorial features—designed to give home-making, home-keeping readers 


Sizzling in NOVEMBER 


... with the highest November advertising revenue in our 20-year history, and the 
second highest in number of pages. ( More evidence that keen ad-men know there’s 
no place like this ‘“‘how to do it’? home magazine for home product selling! ) 


Sizzling hot in DECEMBER, /00 


... With the mammoth Christmas issue just about to be put to bed, it looks like 
another thermometer-busting month. (Still time for a few late-comers to squeeze 
in... but hustle!) 


And for 1952 


... Circulation burns as bright as ever... 
home-loving, home-doing reader families (and adding fuel to the selling flame— 
this circulation is practically unduplicated in the home field!) ... Newsstand sales, 


too, are climbing 


the trade secrets they want to know— are followed by progressive advertisers. | 


with a total of more than 2,800,000 


a 4 per cent jump in the first six months of this year... And 


finally (hottest signal to the temperature-taking buyer of space) there’s a lush and 
lovely 100,000 reader bonus over the current rate base. Why wait? American Home 
is sizzling right now... and hotter than ever for ’52! 


2,800,000 sizz/ing hot 


home product prospects 


“AMERICAN © 


HO 


~ Magazine 


Advertising Age, October 1, 1951 


ANPA, Four A’s 
Issue Report on 
Color in Ads 


New York, Sept. 27—Recom- 
mendations to improve reproduc- 
tion of advertisements in newspa- 
per color comics sections were re- 
leased today by the joint commit- 
tee on newspaper printing of 
American Newspaper Publishers 
Assn. and American Assn. of Ad- 
vertising Agencies. 

Also the Four A’s, in collabora- 
tion with Associated Business Pub- 
lications and National Business 
Publications, released a joint re- 
port recommending standard “sec- 
ond” colors and urged their adop- 
tion by business papers. 

The ANPA-Four A’s report gives 
specific standards for all phases of 
color comics reproduction, includ- 
ing preparation of art work, en- 
gravings, color proofing and dupli- 
cate printing material. Standard 


colors for four-color comics print- 


ing also is recommended. 


es For the first time, “standard” 
colors for printing advertisements 
are specifically identified by scien- 
tific methods to assure perma- 
nence and accuracy. Spectrophoto- 
metric graphs and scientific charts 
and tables describing the standard 
colors are reproduced in the re- 
port. The new standard colors rec- 
ommended can be preserved in- 


| definitely, the report says. 


The new study is known as the 
committee’s report No. 4. A lim- 
ited number of copies are avail- 
able upon application to either as- 
sociation. 

The color recommendation for 
business papers has been endorsed 
by Assn. of National Advertisers, 
National Assn. of Magazine Pub- 
lishers and National Industrial 
Advertisers Assn. It provides 
standard hues for the five second 
colors most commonly offered by 
business papers—red, blue, green, 
yellow and orange. 


e “A majority of business publi- 
cations have been offering at least 
one ‘standard’ second color,” the 
report says. “However, there have 
been considerable differences in 
hue among the colors offered as 
standard. A standard red offered 
by one publication, for example, 
is often far different from the 
standard red offered by another, 
or the colors may vary between is- 
sues of the same publication. 

“More uniformity among stand- 
ard second colors will benefit busi- 
ness publications, agencies and 
advertisers alike,” the report says. 
“More uniform reproduction of art 
work in business publication ad- 
vertising will increase advertisers’ 
satisfaction.” 

The program is not intended to 
influence the number of colors 
which a publisher may offer as 
standard, the report emphasizes 
For example, a publication now 
offering red and blue as “standard” 
second colors may adopt the rec- 
ommended standard red and blue 
without adding any of the other 
colors. Neither is it intended to af- 
fect individual publishers’ policies 
on special matched colors 

Copies of the report, with color 
swatches and ink specifications. 
have been distributed to publish- 
ers, agencies, advertisers, ink 
manufacturers and others by the 
Four A’s, ABP and NBP. 

Beginning with the September 
issue, the business publication sec- 
tion of Standard Rate & Data 
Service will carry a special insert 
illustrating the standard colors. 


Benrus Promotes Goodman 

Al Goodman, with Benrus 
Watch Co., New York, since 1949, 
has been promoted to assistant 
sales manager. 


Ah: | ere ere sa are” ee cee ® SORIS ees = Sl es OD) some” a apes ee ees, aie a tte «oe 
r ey : * . 
—_ = ee ee 
es a 
. ; 
f { ee | 
”Z ‘ ' 
“a 
a | 
é I) 
ff 
ss 
a ee 
— ee ss 
_ ee 
- ' 
: % 
¥ es 
iy ee 
Se 
| 
J 
| ee = 1K 
| 


BEST 
MEDIA BUY 
SERIES 


rom the 


Nations = ff 
Capital 


Percenters Exposed! Spot schedules on 
WRC penetrate 82° of the District's 
radio homes and 80°: of those in four 
other key area cities as well. The largest 
magazine, by comparison, reaches only 
19‘: of Washington’s families... the lead- 
ing newspaper only 52°; . and even 
television a potential 62°; . 

Pentagonal Maze! WRC covers the 30- 
county trading areas around the Capital 
in addition to Metropolitan Washington 
itself—all at one time for you with your 
single appropriation. 


Get all the facts of this explosive expose! These are only part of the story why 
WRC is your best media buy in your Washington— Maryland—Northern Virginia 
distribution area—and why all seven major market stations represented by NBC 
Spot Sales are the best buys in their areas. And that’s only one reason why first calls 
just naturally are put in to NBC Spot Sales. Serving only seven key radio stations, 
your NBC Spot Salesman has the time to devote to your account . . . the knowledge, 
organization and research service to show what Spot can deliver for you in the 
nation’s key markets... 


via Radio, America’s No. | mass medium 


Headlines and Bylines! WRC, the 
nation’s most important news station 
in the country’s most news-conscious 
city; originates much of NBC's 
award-winning, authoritative re- 
porting. Originates Bill Herson to 
the largest audience in Washington 
at lowest cost-per-1000 (45¢) of any 
morning dise jockey. 


Hostest with the Mostest! WRC is 
Washington's most popular station: 
largest total BMB weekly and daily 
audience in the D. of C. metropolitan 
area day and night .. . largest com- 
bined audience in entire area’s cities. 


Your own Lobbyists! WRC’s stars 
sell the Capital. Bill Herson — on 
since 1932 —6 to 10 each morning. 
Nancy Osgood—housewife’s darling 
since 1944—1:15 to 1:45 each week- 
day. Earl Godwin — dean of Wash- 
ington commentators — noon and 
6:15 pm news. Here's Archer—Gene 
Archer's daily music show—12:15 to 
1:15 pm. Batter’s Platters —7 to 
7:30 pm M-F and The Mac McGarry 
Show — Sat. and Sun. 11:30 pm- 
12:55 am. 


Here are the Authors of the 7 NBC SPOT Best-sellers. 


WNBC_ New York KOA Denver 
WMAQ Chicago KNBC_ San Francisco 
WTAM Cleveland WGY §Schenectady- 


WRC Washington Albany-Troy 


Represented by 


NBC SPOT SALES 


New York Chicago Cleveland San Francisco 


Hol! ywood 
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...can straighten out advertising, too! 


I GOLF, the difference between a pretty good shot and a great 
shot is often only a minor change in stance or swing or grip. 

In advertising, the difference between ‘‘good”’ and “great” is often 
equally slight. 

Having the judgment to detect the need for a change—and the 
creative ability to make it properly—have straightened out many 
an advertising campaign. 

In which case the “‘slight change”’ usually leads to a major change 
in a company’s return on its advertising investment. 


YOUNG & RUBICAM, INC. 


Advertising + New York Chicago Detroit Son Francisco 
Hollywood Montreal Toronto Mexico City london 
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Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 


Feature Section 


Mg 


‘Accentuate the Positive’? 


Duotones Can Be Imitated 


A Sure-Fire Idea 


Keynote for Industrial Harmony 


How to Learn by Doing... 


Agency Head Turned Manufacturer 


Becomes His Own Client 


Sam Krupnick, big, (about 6’6”), 
genial head of Krupnick & Associates, St. 
Louis advertising agency, loves to gather 
facts on which to base marketing and ad- 
vertising strategy 

A couple of years ago Mr. Krupnick re- 
vealed how his agency had operated a re- 
tail shoe store for sev- 
eral years (without 
the knowledge of its 
shoe manufacturer 
client, Roberts, John- 
son & Rand Division 
of International Shoe 
Co.), and had not only 
developed a knowledge 
of shoe retailing which 4 
was extremely useful 
in promotion to deal- 
ers. but had succeeded in doubling the 
volume of the old-established neighbor- 
hood shoe store which it operated 


Sam Krupnick 


e Experience in the shoe store operation 
had taught the agency so many things that 
it couldn’t get out of textbooks that when 
the opportunity came along to join in the 
organization and operation of an industri- 
al manufacturing company, Sam Krup- 
nick couldn't resist. 

Not only would the business experience 
be valuabie, says Mr. Krupnick, “but by 
keeping our financial interest in the new 
venture a secret for a couple of years, we 
would have the unique opportunity of ob- 
serving our own agency at work through 
the advertiser’s eye—since some of the 
money they would be spending would be 
our own.” 

So Champion Mfg. Co. was formed in 
the winter of 1945, with $20,000 in cash, to 
sell a new type masonry-cutting saw and 
three types of abrasive cutting blades, the 
approximate size of phonograph records. 
e “One year later,” says Mr. Krupnick, 
“the company had lost the $20,000 and 
was substantially in debt. But by the end 
of five years, it had made substantial pro- 
gress. It is now entirely free of debt; has 
a healthy bank balance; a net worth ex- 
tending into six figures, and sales of well 
over a million dollars annually.” 

Here’s the story, as Sam Krupnick tells 
it: 

“Having made the decision to partici- 
pate in forming the company, the found- 
ers made another and important deci- 
sion: They decided to spend a substan- 
tial slice of their meager capital for both 
product and market research. 

“This research had as its objective the 
answering of four basic questions: 

“1. Would users prefer to buy the new 
type of masonry-cutting saw we planned 
to produce? 

“2. How much could we expect to sell; 
and at what price”? 

“3. Where were the most buyers to be 
found? 


“4. How were they doing their buying; 
and how would they prefer to do their 
buying? 

“The research produced plenty of worth 
while, even startling information. 


s “For example: Originally the market 
for the company’s products was viewed as 
being national in scope. And it is true 
it is. However, market research indicated 
that the company could expect to derive, 
at that time, fully half its total business 
from six states, and an approximate ad- 
ditional 15% of its volume from four other 
states. Sixty-five per cent of the potential 
in only ten out of the 48 states! 

“The indicated course of action was ob- 
vious. And it paid off! Advertising and 
sales power were concentrated in the ten 
most productive states, and opened up in 
order of their importance, one at a time. 

“Equally important was the disclosure 
that while users were accustomed to the 
industry practice of selling direct from 
factory to user, they'd much prefer to 
be able to buy closer at hand. Too often 
expensive delays were occasioned, and 
entire crews of expensive labor kept idle, 
awaiting the arrival of the saw, or a sup- 
ply of the component abrasive cutting 
blades, from some far-off manufacturer 


@ “Again the indicated course of action 
was obvious, and again it paid off! Right 
from its inception, Champion steered 
clear of the industry practice of selling 


a’ 


Alan H. 
Fleishman and A, I. Pollock, top execu- 
tives of Champion Mfg. Co., discuss a new 
locking device for the company’s latest 
model of masonry saws 


PRINCIPALS—M. E. McGrath, 


direct. Instead, a network of dealers was 
developed. And since there were no com- 
petitive products stocked by dealers, 
getting the very best dealers was a rela- 
tively easy matter. It was simply a ques- 
tion of showing prospective dealers the 
research findings and inviting them to 
check up on those findings in their own 
areas. 

“Facts are potent sales weapons! Not 
only did facts help steer the company’s 
course of action, but these very same facts, 
when submitted for study to an impor- 
tant source of supply, secured invaluable 
laboratory assistance and the utmost in 


credit 


considerations for the company 
These same facts, presented to supposedly 
hard-headed, cagey bankers, won a most 
essential and substantial line of credit 
“Maybe we were lucky, but predicted 
sales figures for the first full year of oper- 
ation were hit right on the button! And 
subsequent annual volume has attained 
or exceeded expectations. What's more, 
this volume has been attained at rela- 
tively low cost because, thanks to market 
research pointing the way, misdirected 
sales and advertising effort could be held 
down to an absolute minimum. The sales- 
men mined for business where market re- 
search had indicated pay dirt could be 
found in the most profitable volume. And 
advertising was beamed at the most. pro- 
ductive areas instead of being scattered 
over a wide (and unfruitful) area.” 


s “Time softens the memory of many of 
the trials and tribulations we encountered 
in our manufacturing experience,” Mr. 
Krupnick says, “but there are a few mem- 
ories which stand out with painful clarity 
And maybe they’re worth passing along 

“Like the time we got rushed and care- 
less and forgot to be research minded 
and tried to introduce a new product 
which fell on its face. Subsequently we 
did do some high-spot researching—and 
found we shouldn't have brought it out 
in the first place! 

“Or the time we learned the expensive 
way that there’s a whale of a difference 
between field testing and thorough field 
testing done over a sufficiently long time 
to be dependable 


G. D. Crain Jr. Says. .. 


“That boner cost what to us was a 
mountainous $35,000 and many months of 
greatly needed time. Ir what we thought 
was adequate field-testing, the product 
had performed very well. It wasn’t until 
after we went full steam ahead with pro- 
duction and selling that two serious me- 
chanical bugs developed. We did the only 
thing there was to do—admitted the mis- 
takes and voluntarily called back and re- 
placed, without charge, over $35,000 
worth of faulty equipment which went on 
the scrap heap 

“One thing we learned has universal 
application. And that is it pays the man- 
ufacturer (and the advertising agency) 
to give lots of consideration to sales fol- 
low-through. In other words, to make 
sure there are concrete plans which will 
help sell for the retailer, not merely to 
the retailer. Such seeming unselfishness, 
we found, is a mighty sound way of being 
‘selfish,’ sales-wise 


@ “We've had a lot of fun, and learned 
quite a bit, in both our retailing and mag- 
ufacturing experiences : 

“We hope no member of our agengy 
staff, now that we've had a fling at both 
retailing and manufacturing, comes up 
with the bright idea that we go into mif- 
ing or farming in order to learn mofe 
about raw material sources : 

“We hope not, because we'd probably 
go ahead and do it. We have learned that 
when an advertising agency steps out @ 
its customary confines it has ahead of 
not only an exciting way of supplement 
ing business know-how, but a mighty 
satisfying experience besides.” 


Direct Mail Takes a Beating 


Everyone who uses direct mail, and that 
includes not only advertisers and agen- 
cies but media in all fields, must have 
been shocked by the violent attacks on 
this form of advertising by members of 
the United States Senate during the recent 
debate on the postal rate bill (AA, Sept 
17) 

Never before, in my opinion, has a 
method or form of advertising been sub- 
jected to such castigation by a group of 
men who not only help to make the laws 
of the land, but are representative enough 


to reflect typical public attitudes. The 
terrific antagonism toward direct mail 
advertising which they displayed may 


mean that a valuable and in fact indis- 
pensable form of business promotion has 
lost face with the public to a dangerous 
degree 


@ Typical of the unrestrained attacks and 
violent language debating the 
decision to increase third class rates 50%, 
in two jumps, was the statement of Sen. 
Lester Hunt, Democrat from Wyoming, 
who was quoted by the Washington editor 
of ADVERTISING AGE as saying: 

“Only this morning I received in my 
mail a conglomeration of third class junk 
which was sent to me by one of my con- 
stituents. He asked the question, ‘Why is 
it necessary that we clean our mail-boxes 


used in 


every morning of this type of advertising 
material?’ 

“I contend that the farmer and the 
poor man would be better off if he never 
received any of this type of mail. This 
is the ‘gyp’ mail, the come-on mail, the 
cheap advertising mail 

“If I had any criticism of the com- 
mittee’s bill at all, it would be that it did 
not make a sufficiently large increase in 
respect to this particular type of junk, 
which we all throw into the wastebasket 
as SOON as we get it.” 


@ Proponents of direct mail could easily 


answer this polemic by saying that if 
everybody junked all of the direct mail 
received, nobody would use it and the 
problem would solve itself. It could also 
be pointed out that anyone can use the 
U.S. mails, and that 


nesses must 


responsible busi- 
send their direct mail pro- 
along with that of every other 
user, including some who may be 
on the shady side, as the Wyoming sena- 
tor alleged 

However, 


motion 
mail 


arguments against the 
idity of the charges are 
important than 
swers to the questions, 
public resent this 


val- 
probably less 
finding the correct an- 
‘Why does the 
type of promotion’” 


and “What can be done to improve pub- 
lic acceptance of direct advertising?” It 
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is a profitable and useful medium, but 
both its costs and its results will be af- 
fected adversely if the public adopts a 
general attitude of resentment toward all 
forms of mail advertising. 

Parenthetically, it should be noted that 
the Senate, which slapped a 60% increase 
in postal rates on magazines, to be made 
in three annual increases, probably was 
not aware that the big increase in third 
class rates would also hit these publica- 
tions hard, since in subscription promo- 
tion they are among the largest users of 
third class mail 


s It seerns to me that the Direct Mail 
Advertising Assn., the National Council of 


Salesense In Advertising... 


Business Mail Users, the paper manufac- 
turers, the printers and other members 
of the graphic arts, as well as the asso- 
ciations of advertisers using direct mail 
in volume, should study the record and 
decide what can be done to lift the stand- 
ards of direct mail advertising and im- 
prove public acceptance of the medium. 

Since the quantity of third-class mail 
appears to be one of the causes for public 
resentment, it might be worth while to 
consider whether to step up the quality 
and reduce the frequency of mailings. 
This plan might both save postage, soon 
to be a greatly increased item of cost, and 
also improve results. 


Positive or Negative Appeal? Are There 
Any Rules to Guide Us? 


By James D. Woo.r 


A letter from a correspondent asks me 
what ideas I have, if any, on the merit of 
positive vs. negative appeals in advertis- 
ing headlines and illustrations. “Are there 
any established principles to guide me,” 
he asks, “in determin- 
ing which approach to 
use in any given situa- 
tion?” 

The positive ap- 
proach, as I under- 
stand it, displays the 
good news smack up in 
the headline. It seeks 
to flag the reader's at- 
tention right at the 
jump-off with a prom- 
sed benefit. Example: “How to Win 
riends and Influence People,” the head- 
ine, repeated over and over again, which 
old a million books in three years. 

The negative appeal, on the other hand, 
atches the reader's interest by portraying 
bi: pains, problems, and perturbations. 
Both Listerine and Lifebuoy soap have 
@sed this approach effectively for a num- 
ber of years. And it was a notable series 
@f negative ads (“Grouchy Husbands,” 
@Why Men Crack,” etc.) that sent Postum 
mm an old low to a new high with- 


Jim Woolf 


sales fre 
in 12 months 


‘The 100 Greatest Advertisements’ 

When is a negative appeal indicated? 
When a positive? If there are any hard- 
and-fast rules on this question, I am not 
sure that I know what they are. But there 
does appear to be some evidence, if my 
observations are reliable, that the positive 
approach is generally preferred by most 
advertising men in most situations. I have 
just checked Julian L. Watkins’ splendid 
book, “The 100 Greatest Advertisements,” 
and here according to my own rough defi- 
nitions is what I find: 

Seventy-one of the “100 Greatest” em- 
ploy a positive approach. While many of 
these 71 appeals are not so positively pos- 


itive as the Carnegie ads, they are com- 
pletely non-negative. 
Ten of Mr. Watkins’ selections are neg- 


ative and more or less emotional in their 
approach to the reader. 

Nineteen are neither fish nor fowl. Ex- 
ample: Buick’s “Ever Hear the One About 
the Farmer's Daughter? ” 


e Thus it will be seen that the positives 
win hands down. It will be interesting and 
instructive, I think, to note a few out- 
standing examples. Eastman’s “You Press 
the Button—We Do the Rest” is declared 
by Mr. Watkins to be “one of the greatest 
advertising ideas.” “It takes a bright and 
sparkling flavor to attract children” is 
typical of the cheerful, inviting approach 
that for years has distinguished the ad- 


vertising of Campbell's soup. Woodbury’s 
facial soap began promising a benefit in 
its advertising headlines in 1911 with “A 
Skin: You Love to Touch.” Woodbury’s 
current advertising, featuring lovely 
Woodbury debs, is still emphatically on 
the positive side. An ad rated by Mr. Wat- 
kins as one of the greatest ever published 
by the _ International Correspondence 
Schools displayed this headline: “Here’s 
an Extra $50, Grace—I’m making REAL 
money now!” Another very great ad, Mr. 
Watkins thinks, is the beautiful Hamilton 
watch page headed: “To Peggy—for mar- 
rying me in the first place...” 


The Outnumbered Negatives 
Let us now consider, as against those 
cheerful appeals, several of the negatives: 
POSTUM: “Why men crack...” 
WOMAN'S INSTITUTE: “The Diary 
of a Lonesome Girl.” 
BOOK OF ETIQUETTE: “Again She 
Orders—‘A Chicken Salad, Please.’ ” 
SHERWIN CODY SCHOOL OF ENG- 
LISH: “Do You Make These Mistakes in 
English? ” 
LISTERINE: 
never a bride.” 
Was it just by chance that these five 
advertisers chose a negative approach? Or 
are there inherent in each of these adver- 
tising situations certain special consider- 
ations that rule out positive appeals? 


“Often a bridesmaid but 


es It appears to me that these five adver- 
tising situations have one thing in com- 
mon: each of them deals with an unre- 
alized consumer problem or need. The as- 
sumption seems to be that the consumer 
is blissfully unaware of his dilemma. 

For example, the young husband knows 
that he wants to earn more money for 
Grace, but, alas, Grace does not know 
that she may be offending him with un- 
pleasant breath. Again, Grace knows fer- 
vently that she wants “A Skin You Love 
to Touch,” but she is innocently unaware 
of her social shortcomings and blithely 
orders chicken salad for the third straight 
time. 

Perhaps there is a principle involved 
here. When the promised benefit is an un- 
wanted benefit—when the consumer is 
happily ignorant of his need for the pro- 
duct—when the product provides a so- 
lution of an unrecognized problem—then 
it would seem that a negative approach, 
possibly pitched in an emotional key, is 
likely to be more effective than a positive 
appeal. 


Don’t Sell the Negative Short 

It is likely, I think, that people react 
pleasantly to pleasant advertising. Ad- 
vertising would suffer in popularity and 
credibility if all of it were as dreary as 
the New Haven R. R. ad, “The Kid in Up- 
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handle. 


to it. 


if you prefer, a convertible. 


but an idea. A selling idea. 


The Creative Wans Corner 


Come Christmas and you're sure to see every make of refrigerator 
bound ‘round with red ribbon. Meanwhile, if you're interested, International 
Harvester is attaching its particular mechanical marvel to a colored door 


This is a tremendous achievement in refrigeration engineering and design. 
All you have to do is tear off a piece of your kitchen wall, take it to your 


| TO YOUR KITCHEN! 


INTERNATIONAL HARVESTER 


Exclusive in 


REFRIGERATORS 


Most Exciting Idea in Refrigerators 
Since the lee Cube! 
Now f f ELarvester Retry are de- 


sgned wah @ cle flaw —as fashionable as they are 

functsanal for your new-as-chis-minute kitchen' Ten 
gorgeous colors im slcck door handle plaques to 

match of contras: with your kuchen color scheme. 

Easy to switch cofors any time you redecorate! . 


i | 
they're A 
and yeas sre! Scores of chore-seving, 
empen aporowed frarcres Spec anes ateclwes uf tau 
oe weel Paomery Dee Buster Keeper om encta Boe 
te Openes! Fuliwidth Freezers, Coldstream | pis 
Crnpers ccamicswmore’ Chonr of seven adel, 


International Horvester Also Busids Home Freezers = McCormich Farm Equipment end Farmall Tractors. Mater Trucks... indwstvtal 


nearest IH dealer, find a colored door handle to match and your Harvester 
dealer will be glad, for a slight additional sum, to hitch up a refrigerator 


This opens a whole new field of merchandising. What color ties do you 
have? Chevrolet has a set of matching steering wheels to which you can 
attach a two-door sedan, a four-door sedan, a coupe or a station wagon. Or, 


The Book of the Month Club has printed a superb collection of book 
jackets in 213 different shades. One of these is a perfect match 
particular living room decor. Just let the Book of the Month Club know 
what your living room—or even library—decor is, and they'll send you a 
matching book jacket complete with book 

This technique opens up all kinds of possibilities for Tintair. 

The Corner has been acquainted with rumblings, recently, of a wide- 
spread dissatisfaction on the part of advertisers with what comes out of their 
agencies—in the way of original and startling ideas. 

The Corner has only one comment. Advertisers have gotten so thoroughly 
scientific in their selection of agencies that they have overlooked com- 
pletely the basic reason for hiring an agency: to come up with, not a re- 
search report, not a merchandising plan, not an employe and account list, 


Remember when advertisers used to be concerned with such things? 


INTERNATIONAL HARVESTER COMPANY 
= ee 


90 |. tlinwis 


| 
seven suxs, xven procs For the name of your aear- } 
wt desk: ux Classiad Telephame Diroctory ' 
om 
a 
Power 


for your 


per 4.” one of the “100 Greatest.” What a 
depressing mess our magazines and news- 
papers would be if advertising dealt ex- 
clusively with the agonies and defeats and 
frustrations of the human race. It is nice 
to report that 71 of the “100 Greatest” are 
cheerful and positive, or at least not neg- 
ative and unpleasant. 


s But that does not mean that the neg- 
ative approach and the scare appeal do 
not have a legitimate place in advertising. 
Despite its poor showing in Mr. Watkins’ 
book, there are undoubtedly many adver- 
tising situations that call for negative 
handling. 

It has lately occurred to me that a com- 
bination appeal—positive-negative or 
vice-versa—is not being used as often as 


it might be. An excellent current example 
is the campaign for Shell X-100 motor oil. 
Portrayed pictorially is a hideous little 
gremlin in conjunction with a chemist’s 
retort of an equally hideous green acid, 
the cause of 90% of engine wear. But the 
reader is left in a dither over the problem 
for only a split-second. A bold, black 
headline at once announces a solution: 
“NEW alkaline Shell X-100 Motor OIL 
neutralizes Acid Action.” Bad news (ne- 
gative) and good news (positive) all 
wrapped up in one package and flashed to 
the reader in a matter of seconds. 

Well known to every student of adver- 
tising is John Caples’ famous ad for the 
U. S. School of Music. A perfect example 
of the negative-positive appeal is his 
headline, “They Laughed When I Sat 
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Never Underestimate the Power of a Woman! 


en 


GR es ene nate EU te ne 


A woman has a way of making dreams come true. And Ladies’ Home Journal 


has a way of helping her with ideas and inspirations. That’s why more women 


buy the Journal, per issue, than any other magazine on earth accepting advertising. 


LADIES "ME JOURNAL THE MAGAZINE 
WOMEN BELIEVE IN 
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Down At the Piano, But When I Started 
to Play! negative approach with a 


happy ending right in the headline 


The early advertising of Odorono, writ- 
ten by Jim Young, is an adroit combin- 
ation of bad news and good. The copy 


A frank discussion of a subject too often 


avoided,”” was so negative .nd unpleasant 


that women professed to be disgusted 
But happily, there was combined with this 
unpleasantnes the news that there is 
charm, sung about by poets, “Within the 
Curve of a Woman's Arm.” I do not be- 
eve that Odorono in its early days could 
have been sold without the “every woman 


inconsciously offends” type of approach 


to get back to my correspondent’s 


e But 
juestior Are 


there any established 


Tips for the Production Man... 


principles to guide me in determining 

ich approach to use in any given situa- 
tion?” Tam afraid I haven't given him a 
atisfactory answer in this piece. I rather 
answer is no. Who can say 
that a negative approach instead of the 
positive approach-——“Look, Nell, I 
“Kiss Nell, 


made me manager!”——wouldn't 


suspect tt 


shot a 


77 today!” or me, the boss 
have done 
i better job than the negative appeal that 
was used by Postum? 

Everything considered, I like the pleas- 
the 


whenever 


benefit in 
But I 
negative 


ant approach 
the headline 


promised 
possible 
believe we should sell the 
The 
negative-positive 


dont 


ippeal short negative appeal, or a 


combination approach, 


will in many situations undoubtedly 


prove to be the right answer 


Low-Cost Imitation Duotones 


By KENNETH B. BUTLER 


When it comes to the effective use of 
color, most of us have a lot of good idea 
purse 


some of them beyond reach of our 


the use of duotone pictures 


For example, 
which 


special sé of two-color 


require a 

rinting plat 
tive, 
tones in the halftone 

There is a 
ing a duotone picture 
printing. The only the 
Hse of an halftone 
printing plate. The idea is not a new one, 
i amazed at 


es. Duotones are very effec- 


presenting a soft blending of color 


method of attain- 
effect in 
involves 


low-cost 
two-color 
method 
wrdinary one-color 


i therefore I an the scant 


which is made of the technique. To 


Mise a vulgar term, let’s call it the “fake’ 
eg 
jm To explain the method simply, you 
gust run the same halftone plate in both 
he black and the color forms of your 
Printing job 

The printer adjusts his positioning so 


Bhat the h ilftone dots in the two runs are 
Slightly Thus in the white 

» interstices the black dots 
@re priated the dots of 
the same 
Subtie blending of 


off-register 


between 


ted color 
This 


colors as 


duplic 


ialftone plate causes a 


the seen by 


Mail Order 


the eye 

If there proves to be some variation 
the printing register throughout the run, 
there will be mild variation also in the 
color density in the duotone. Only in the 
case of dead-perfect register will the re- 
sult end up as a black halftone 
e Due to register variation there is a 
tendency for partial overprinting of the 
dots, hence a glossy sheen is imparted io 
the printed duotone. This is not objection- 
able; quite the contrary, it adds 
ditional bit of brightness to the picture 
eproduction 

This trick should not be tried with 
small halftones. It is most effective with 
pictures reproduced 20 picas or wider. In 
full-page pictures the effect is intensely 


an ad- 


dramatic 

The production 
will have to mark his 
definitely so that the lockup man will not 
verlook lifting the halftone from the first 
form printed and 
second form printed 

If both forms are run at the same time 


man using this device 


color proof very 


transferring it to the 


' 


on two presses or on a two-color press, 1! 
will be necessary of course to purchase an 
electrotype of the halftone. The electro 
till remains less costly than the duotone 


plate 


and Direct Mail Clinic... 


New Rules Governing Form 3547 
Aid Direct Mail Users 


By Wuirr NortTHMoRE SCHULTZ 
I was chatting with one of my friends 
at the Highland Park, IIL, post office the 
other morning and he showed me a recent 
postal bulletin which told about new 


regulations governing the important Forn 


3547 


Form 3547, as you may know ipplies 
third cla mailers (flyers italogs, etc.) 
with the following information about 
their undeliverable mailing piece 

1. No such address. (Inaccurate ad- 


iressing on the the mailer fre- 


part of 


yuently causes this, by the way.) 


2. Removed— left no addres (Evervone 


hould notify hi post office when he 
moves! } 

3. Unclaimed 

4. Deceased 

5 Not found 


6. Refused 


Form 3547 


e, the 


e Most importantly, however, 
tells a mailer, whenever possib 


should he 


| neu 


» 
have 
of moving 


f 


address of a customer 


and there's a good deal 
nowadays. This 
vital if 

up-to-the-minute 
and that’s 


moved 


ibout new address in- 


formation is you want a good 


effective 
customers 


mail- 
what 


clean, 
ing list of 


business must have if it 
} 


every mail order 


wants to sell profitably by mail 


The July 12, 1951, postal bulletin is 
good news to companies using the mails 
to sell. The new regulations make the te- 


jious job of cleaning and keeping up a 


mailing list much easier 


Henry Hoke, editor of The Reporter of 
Direct Mail Advertising (only magazine 
levoted exclusively to direct mail and 


i big help to mail order men), also re- 


ports about Form 3547 in his August 


i 


e@ Here, in highlights of the 


new bulletin, Hoke and Schultz reporting 


brief, are 
1. Don't order any more envelopes fo 
third class use until vou've noted the new 
*nhanges 

2. It's no longer necessary to have the 
mg “notice to postmaster” with guaran- 
tee of return postage or payment for noti- 
ication of new address 

You still however, have 
name and address in the upper left hand 
corner of your mailing piece. But now all 
have is “FORM 3547 RE- 
QUESTED"” in the lower left hand corne: 


w 


must your 


vou have to 


4. If you print these words, the post 
office accepts your guarantee of pay- 
ment. (Two cents each for Form 3547s, 


incidentally.) 

5. And here’s happy news for mailers: 
Postal employes are being urged to speed 
the return of the information requested. 
When the new address isn’t known, your 
mailing piece will be returned so marked 
When you g like that back,” re- 
marked my friend at the office, 


t one 


post 


u may as well destroy the name, for 
can't be found.’ 
e 6. When the new address is known, 
however, you'll receive Form 3547. And 
postal employes, thank goodness, are 
instructed to make addresses complete 


with zones, etc. We wish, by the way, that 
postal clerks knew how to type 
Sometimes their penmanship is mighty 
illegible, and the new, undecipherable in- 


more 


formation useless. You should return such 
poorly filled in cards to the postmaster of 
the station, sending Form 3547 with a 
specific request for accurate, easy-to- 
read information. When this is done, a test 
shows, the corrected card is usually re- 


Employe Communications... 
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turned neatly without additional 
charges 

7. Yes, you may continue to use that 
old supply of envelopes you have on hand 


3ut, “FORM 3547 REQUESTED” must be 


typed 


ha - 
Ss. on == 
Sealed. (} one eae ant 

? a4 i 
.. POSTAGE DUE 2 CENTS 
2 <atebwarakio tes the moms cheches 


= a “het 
pwd. i — 
blew ther oy tga te 
Oe et ES tee emt cet . Ase —_ 
SAMPLE—The Post Office “workcourse” 


Form 3547 informs users of third class 


mail about undeliverable mailing pieces 


on all new envelopes you use for third 
class mailings 

Take note of this new Form 3547 pro- 
cedure. It’s important, and it'll help you to 
keep your mailing list in good, profitable 
condition. 


Keynote for Industrial Harmony 


By Rospert NeEwcoms and Marc SAMMONS 


On the Lake Superior, less 
than an hour’s drive from the Minnesota 
line, is the college town of Ashland, Wis.., 
home of Northland College. This was the 
setting a weeks ago of another con- 
free enterprise, the 
Freedom Leaders’ Council. 

Under normal conditions, this little af- 
fair could be vawned off as another san- 
gerfest in behalf of the American Way of 
Life, such festivals being as countless as 
the sands in a foundry. But there were 
ral factors that made this week-long 
conference 


shores of 


few 


ference on called 


seve 
worth the listening 


@ What distinguished it particularly (in 


the writers’ was that it was at- 
the working 


nor by the 


opinion ) 
exclusively by 
middlemen of 


tended, not 
management 
distinguished upper crust, but also by the 
business offi- 
cials of labor unions in the area. The pre- 
sident of a small (nearly all 
the small, 
the conference was dedicated to the needs 
of the little guy, not the big one) sat next 


representatives and local 
company 


companies in section are and 


to a union secretary. A shop steward and 
a shift boss gabbed over the mid-morning 
coffee. A public relations official argued 
a point with a representative of the labor 
press 

The delegates ate plain but ample meals 
in the basement of the college dormitory 
they bedded down in similar 


and were 


rooms, without reference to their stand- 


The Eye and Ear Department... 


ing in the economic accounting books or 
their political points of view. To say that 
all was serene would be campus propa- 
ganda; the going was frequently rough 
That’s what helped make it healthy. 


s To the surprise of one of the urban vis- 
itors, the registration fees for some of the 
union the 
unions 


delegates were 
companies with whom 
bargaining agreements 


paid by 
the 


very 
have 


“Why not?” asked one company spokes- 
man, when the eyebrow was raised in his 
direction. “We're here to learn some- 
thing about the democratic system. It’s 
just as much to the interest of the unions 
They 


ican way destroyed either.’ 


don't want the Amer- 
One of the 
participants in the program was from the 


as it is to us 


National Assn. of Manufacturers, who 
presented the NAM slapboard progran 


called “How Our Business System Oper- 
ates,” adapted from Du Pont 
the audience 
stones 


No one in 
booed, hissed or threw 

In this candid climate the delegates did 
not openly Presidents 
unions did not surrender their member- 
ship cards, and presidents of manufac- 
turing concerns did not invite their union 
brethren into the local country club. But 
the delegates at least were frank in meet- 


embrace of local 


ing each other. At least, in such a setting 
they seemed able to talk with their guard 
down. In 


that’s progress 


these rough-and-tumble times 


A Sure-Fire Idea 


Rich”--CBS-TV, Wednesday 
is presented by Colgate. It’s 


‘Strike It 
nights at 9 
a quiz show whose contestants are down 
on their luck another and 
need nothing so much as to strike it rich 
If you think you have trouble, you should 
listen to some of the tales told by the 
participants on this program Some of 
them break into tears reciting their dif- 
ficulties. At this point, you wonder just 
how far TV programs ought to go in ex- 
ploiting human misery 

This feeling tempers somewhat as you 


one Way or 


hear the questions put to these people 
They're questions such as TV and radio 
columnists make up to ridicule quiz shows 
You know, “What was George Washing- 
ton’s first name?” “What state is Trenton, 
N. J., 
legged chair?” Yet 
that no other questions could be asked 
The 
who made it any harder for them would 


in?” “How many legs has a four- 


you begin to realize 


These people need help advertiser 


have his products boycotted 

By the time 9:30 rolls around and the 
program is about over, you find yourself 
thinking the Colgate folks are pretty nice 
people. Americans, that’s what they are 
Americans—who like to help other peo- 
ple. What does Colgate need commercials 
for? Just let’s have the names of their 
products—and we'll go out and buy then 
by the dozen. Two tubes of Colgate tooth- 
paste. One for the upper china, one for 
the lower. Two tubes of Palmolive brush- 
less shave cream. One for one cheek, one 
for the other 

Undoubtedly, this program was thought 
out on a very cold, commercial basis 
What'll be sure-fire? What’ll really get 
‘em? But business itself is a pretty cold, 
commercial proposition And, funny 
enough, business only succeeds as it con- 
tributes something to others. This is an 
idea almost two thousand years old. Not 
original any more, you understand. But a 
wonderful idea. And still sure-fire 
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Che Charlotte Observer ; 


“THE FOREMOST NEWSPAPER OF THE CAROLINAS” 


announces the appointment of 


SawYeER: Fercuson: WALKER: COMPANY 


New York « Chicago - Philadelphia + Detroit - Atlanta + Los Angeles + San Francisco 


as National Advertising Representatives 


Effective Ist October, 1951 


RALPH NICHOLSON, PRESIDENT AND PUBLISHER 


oat te yr 1? oe 7 iia oe 
BLL: oe ge ee ee 7 ee ee a re a a Set On 4 ee 
ur aes fe 2k ie ee _ a ee _ we: > 5c rT : _ ee : A aaa 
oF ‘ 4 Sey Saas 
; eee Oa 
; 
‘+3 
ae ep 
ae 
ee" 
*Sa ies 
Te 
oe 
 ¥ 
5 as ee 
oa 
eee 
a my 
“tela 
3 
i ee A 
{ ; ce 
} ney. 
MN 
’ cue 
‘ey i‘ 
ae. 
se 
es 
¢ Le 
Pht 
: oN 
= 
se 
5 deg, 
re 
S Pek’ 
Rao: 
wes 
! a 
f a 
f Ge hs 
, ee 
.. 
SS 
Pe 
; ee f 
as 
=. 
Pe .., 
a 
Sa 
‘or 
ee 
O<2] 
: a 
a: te 
ay 
’ ie 
PO ie. | 
Brg 3. | 
4 ae 
ee 
— 
ae. os 
| . 
ae 
Paneer 
es 
ae 
ae 
inact 
ee 
. 
e cor 
a... 
ae 
wes 
‘io 
ee “¢ 
eee 
ena 
as 
ms, 
Age 
‘a 
) ry 
a, 
a 
Porn 
eC ae 
ag 
ee 
fyi 
nk ‘* 
~ 
re 
e* 
Dae 
wo Rg 
(ae 
ca ‘d 
* Ae 
a. € 
oh 
Ea 
te = 
. ig ; 
soe 
+o 
rhe 
w+. 
“a 
nrg 
gaat 
“a0 
:. 
Se 
nt 
Le 
-, ed 
ay Set 
as - | is 
, “ : . ou te 
ie a. 5 . ' Re TW 
oat | “2 - cope!) aa * ee a eis 6. 7, a Sal teahiid a wa. its ir m ~ . Ned a a 4 . 7 in a 5 a y ea ia 3 ; a a, oe > ah ‘a wl + ral oe Ae Aaj Lee ares wih 


ae 


4 


Coffee Time Set 
for New York Ad, 


Sales Promotion 
Bostor, Sept. 25—On Jan 

1951. a coffee carbonated beverage 

named Coffee Time was introduced 


25, 


here by Rudy Vallee, who is ex- 
ecutive v.p. of the Coffee Time 
Co 

Today, eight months after the 


product made its debut (and after 
than $5,000 in pro- 
beverage) Coffee Time 


spending less 


moting the 


has been accepted by every ma- 
jor food chain in New England and 
New York 

The product is the result of 
about five vears’ experimentation 
It is billed as the first pure coffee 
carbonated beverage and dealers 
ire assured that Coffee Time has a 
shelf Jife” of at least one year 
e All advertising of the drink to 


cooperative, with 
the exception of two trade publi- 
cation ads, and the company has 
concentrating on point of 
sale materials, including a bottle 
topper picturing Rudy Vallee, win- 
dow streamers, window displays, 
island displays and other 
material which suggest the various 


date has been 


peen 


store 


uses of the product as a mix 
Coffee Time was first marketed 
in New York on June 4 and has 


been franchised to bottlers in var- 


f®us portions of the metropolitan 
area 

Herbert A. Soble, 32-year-old 
President of the company, Says 


that plans for newspaper and tele- 
Vision advertising in the New 
York area are now in the works 
@d other types of promotion are 
Being considered. Mr. Soble, in- 
@dentally, is a director of the 
Moxie Co. and is president of the 
Puroxia Co 

’ Harry Paul 


fie account 
} 
MOXIE IN COMEBACK 


* Boston, Sept The old 
Moxie wooden horse mounted on 
@ Rolls Royce chassis and the old 
Moxie bottle are once again on the 
Streets in the cities and towns of 
the Greater Boston area 


Associates handles 


25 


This is just one of the ways in 
Which the Moxie Co., a 67-year- 
old beverage company and once a 
lgader in the beverage field, is 
bRinging to the attention of the 
r@sidents in this area the Moxie 

Party, a pin-point 


Silver Dolla 


saturation campaign which is try- 
ing to regain the position once held 
by the Moxie soft drink 


This campaign has sold more 
Moxie in the past seven weeks 
than in the past seven months 


combined 


@ This is the way it works: 

Each week a different city is 
chosen as a focal point, and Moxie 
representatives visit homes, 
lected at random, in that area. If 
a bottle of Moxie is in the re- 
frigerator, the housewife receives 
a silver dollar; if not, she gets a 
free coupon for bottle of 
Moxie 

Due to the success of the cam- 
paign, Moxie Co. plans a 52-week 
continuation 


se- 


one 


McKesson & Robbins Gains 


Consolidated net income of Mc- 
Kesson & Robbins, New York, for 


the fiscal year ended June 30 
amounted to $8,725,067, compared 
with $8,232,105 in 1950. The gain 
came despite a federal tax in- 


crease from $5,104,434 to $10,833,- 
732. The 1951 earnings are equiva- 
lent to $4.63 per share on 1.844.469 
common shares outstanding. In 
1950, earnings were equivalent to 
$4.14 a share 


Denver Gets Contract TV 
KFEL is now offering closed 
circuit television to Denver stores, 


after purchase of the necessary 
equipment for originating pro- 
grams. Rates are $1,500 for the 


first eight hours, including equip- 
ment and staff. In the offing for 
Denver, which has no TV outlet, 
are shows taken from the micro- 
wave network for hotels and office 
buildings, and perhaps the World 
Series for hotels 


Ties In with Royal Visit 


Another tie-in with the October 
visit of Princess Elizabeth and the 
Duke of Edinburgh has been ar- 
ranged by Harry E. Foster Adver- 
tising, Toronto, for O’Keefe's 
3rewing Co. there. Color photo- 
graphs of the Duke will be used 
in Maclean's and Liberty, for 
O’Keefe's “Tradition Counts” ser- 
ies, and on car cards. 


McMahon Joins OPS 


Cornelius T. McMahon, attorney 
and formerly advertising manager 


in Westfield, Mass., of the Union, 
News and Sunday Republican, 
Springfield, Mass. has been 


named special agent in the Spring- 
field enforcement division of the 
Office of Price Stabilization 


APROPOS—On hand to help celebrate the 20th anniversary of Oakleigh R. French 


& Associates, St. Louis, at the University Club, are 
advertising manager of Carter Corburetor 


left to right 
Oakleigh R 


Dudley A. Bragdon, 
French, agency partner, 


and Noble H. Hale, advertising manager of Sunnen Products Co. Both accounts 
hove been handled by the agency for 20 years 


All Cigar Smokers Aren't Gangsters, 


Bayuk’'s Quigley Tells Industry Men 


PHILADELPHIA, Sept. 25—Not all 
cigar smokers gangsters or 
crooked politicians, John Quigley, 
v.p. and sales manager of Bayuk 
Cigars Inc., told more than 250 
manufacturers, wholesalers and 
retailers at a meeting of the newly 
formed Cigar Table of Philadel- 
phia at the Penn Sheraton on Sept 
21 

“Never have I seen an industry 
as abused and maligned as ours,” 
he said. “You don't have to take 
this lying down.” 
“It’s all a question of spirit,” 
said, “Let's fight that no- 


are 


he so 


body calls us names without get- 
ting a slap back.” 
e He warned that part of the 
blame lies with the cigar men 
themselves because of a lack of 
enthusiasm and positive attitude. 
He pointed out that cigar pro- 
duction has increased 11% during 
the past 10 years, and added that 
the cigar manufacturers have so 
little confidence in themselves that 


they don't even believe the fig- 
ures. The Philadelphia area, he 
observed, produces 60% of the 


nation’s cigars 


Mowle Elected President 

T. F. Mowle, comptroller of Dow 
Jones & Co., New York, publisher 
of the Wall Street Journal, has 
been elected president of the In- 
siitute of Newspaper Controllers 
& Finance Officers. Mr. Mowle 
succeeds Clark A. Renwick, con- 
troller of the Detroit Free Press, 
who has been named a director of 
the institute 


KSTP Ofters Spot Deal 

KSTP, Minneapolis radio outlet, 
is offering non-guaranteed time 
station breaks (20 seconds) at a 
50% discount. The adveriiser may 
select his position, but his an- 
nouncement may be moved if a 
guaranteed time buyer also wants 
that time 


—~y 


ADVERTISING ART + PHOTOGRAPHY 


MOTION PICTURES + TELEVISION + SLIDE FILMS 


Ing 


601 N. FAIRBANKS 


A 


51 EAST Sist ST., NEW YORK + 


display 


created and 


produced for 


every point-of-sale 


requirement 


CT., CHICAGO, ILL. 
DElaware 7-0400 


1928 GUARDIAN BLDG., DETROIT 


Recipes Stressed 
in Gorton-Pew’s 
Seafood Campaign 


GLOUCESTER, Mass., Sept. 25— 
Recipes will play a part in ads 
scheduled for 58 newspapers by 


Gorton-Pew Fisheries here for its 
canned salt cod products 
and cod fish cakes, and frozen fish 

Included in the company’s fall 
campaign are participations in the 
“Breakfast with Dorothy and Dick” 
show over WOR, New York, and 
demonstrations of its products on 


Gorton 


“Charm Kitchen,” carried by 
WXYZ-TV, Detroit 
Emphasis on recipes and the 


economies of seafood will be fea- 
tured in point of sale advertising 
H. B. Humphrey, Alley & Richards, 


Boston, is Gorton’s agency 


Flood Named Ad Director 


Kenneth Flood, advertising man- 
ager of the San Diego Union and 
Tribune, has been promoted to ad- 
vertising director. Francis D. Ide, 
formerly general manager of KGB, 
San Diego, has been appointed re- 
tail advertising manager 


Webster Joins Cullen Co. 

Robert V. Webster, formerly on 
the sales staff of the Cincinnati 
Enquirer, has been appointed a 
field representative of John W 
Cullen Co., Cincinnati publishers’ 
representative. 


Tom McFadden Elected 

Tom McFadden, manager of 
KNBH, Los Angeles, has been 
elected secretary-treasurer of the 
Television Broadcasters of South- 
ern California 


Names Haueter to Ad Post 

Eric Haueter, formerly on a 
special coffee assignment with the 
sales division, has been appointed 
assistant export advertising man- 
ager for General Foods, New York 


Avon Pen to Feldman Agency 

Avon Pen Products Co., New 
York, has appointed George Feld- 
man Advertising Agency, New 
York, to handle advertising for its 
ball point pens 


Advertising Age, October 1, 1951 


Graham's New Book 
Offers Sound Ad 
Campaign Approach 


New York, Sept. 25—Irving 
Graham, account executive with 
Roberts & Reimers and advertising 
instructor here at the City College 
school of business and civic admin- 
istration, has published a sound, 
constructive, fact-jammed restate- 
ment of advertising principles in 
his new book, “Advertising Cam- 
paigns.” 

Mr. Graham takes up a problem 
(such as newspaper position), lists 
various aspects of the problem (in 
this case, position above center 
fold, island position or editorial 
adjacency, r.o.p. vs. preferred posi- 
tion) and then reviews studies, 
tests or experiments which have 
some bearing on the issue. 


@ The net result is a cogent an- 
alysis of most of the major prob- 
lems an advertiser or account man 
will face in putting an ad cam- 
paign together. It is written for the 
person who already is familiar 
with the A-B-Cs of advertising 
and is ready to give serious atten- 
tion to circumstances which must 
necessarily influence the hundreds 
of decisions made in the course of 
planning an ad drive 

While at first glance Mr. Gra- 
ham's technique of categorizing a 
subject, explaining each category 
and citing pertinent examples, may 
not seem to be the most interesting 
type of formula, it is peculiarly 
well suited to the author's style. 

Subject matter covered includes 
such problems as setting advertis- 
ing appropriations, media selec- 
tion, media usage, copy testing, the 
cooperative advertising allowance 
and planning and staging contests. 
It also traces several campaigns, 
including reprints of the ads which 
were used 

“Advertising Campaigns” is pub- 
lished by Harper & Bros. The price 
is $5 


U. S. STEEL CORP. 
PUBLISHES HISTORY 

New York, Sept. 25—United 
States Steel Corp. is observing its 
50th anniversary this year with a 
book summarizing the company’s 
achievements since its formation 
in 1901. 

The volume, titled “Steel Serves 
ihe Nation, the 50-Year Story of 
United States Steel,’ emphasizes 
the tremendous scientific and in- 
dustrial] advances that have taken 
place since the turn of the century 
and the impor:ant role of the steel 
industry in bringing these changes 
about 

The volume, written by Douglas 
A. Fisher of the office of assistant 
to the chairman, U. S. Steel Corp., 
has been published in a limited 
edition by the company 


Huwen Rejoins Huwen Agency 

Charles E. Huwen, formerly 
manager of wailboard sales, Na- 
tional Gypsum Co., Buffalo, has 
rejoined Huwen Co., Chicago, ad- 
vertising and _ sales promotion 
agency which he founded several 
years ago. The company will 
broaden its services to include 
sales programming, training and 
research. 


Becker Named Waring A. M. 


John K. Becker, formerly adver- 
tising manager of Simtex Mills, 
has been appointed product adver- 
tising manager of Waring Products 
Corp., New York. 


Allen, Kraus Join R&R 


Ruthrauff & Ryan, New York. 
has added Tom Allen, formerly 
with Grey Advertising Agency, 
and Louis Kraus, previously with 
Kudner Agency, to its copy staff. 


‘Anniston Star’ Names Budd 
John Budd Co. has been named 

national representative of the Star, 

Anniston, Ala., effective Oct. 1. 
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How to get the most 
for your TV dollar 
from an advertising agency 


Shown below are some of the 38 programs telecast each week 
for clients of the William Esty Company 


“TV or not TV?” is no longer the question, but ‘What 
price TV?”’. Today, advertisers are learning that a thor- 
oughly experienced TV agency can greatly reduce the 
cost of selling goods through this magic new medium. 
When you hear of a half-hour TV show that costs fifteen thousand = 


twenty-five thousand—forty thousand dollars a week— you may wom 
der how it can pay out. Sometimes it doesn't. 


—————————— 
a 


FOR COLGATE’S FAB. 5-TIME-A- WEEK, Last year, while many advertisers were using television on a 


FOR CAMELS. “MAN AGAINST CRIME”, 


DAYTIME TV... the dramatic show “Miss 
Susan”... is making sales—and is reaching 
viewers at a lower cost per thousand than 
any other five-time-a-week, daytime dra- 
matic show. 


FOR COLGATE’S VEL AND SUPER SUDS. 
“STRIKE IT RICH’ —the dramatic, human 
interest quiz show—is proving that even 
in the morning TV can do a great job. 
Today “Strike It Rich”, at 11:30 A.M., 
has a higher rating than most afternoon 
TV shows. 


FOR M&M’S CANDIES. “SUPER CIRCUS”, 
highest rating TV network children’s pro- 
gram, has given M&M's Candies such a 
sales boost in 18 months that M&M's is 
now the number one seller of all bag- 
packaged candy. 


starring Ralph Bellamy—consistently one 
of the top two ravking mystery shows — 
continues for the third straight year... 
and Camel continues to be America’s 
largest-selling cigarette. 


FOR COCA-COLA. “ROOTIE KAZOOTIE” is 


profitable basis, others were not. And more than 150 network 
shows failed to click. 


But, properly handled by an agency experienced in the field, TV 
can and does pay out. In fact, Television today is selling many types 
of merchandise at lower unit costs than any medium in history! 

Whether or not television will sell your product at a profit will 
depend largely on the yardsticks you apply in selecting an agency. 

One good rule to remember is this: no agency without a long and 
successful record of selling goods before the advent of TV can be 
expected to better its performance simply because it has a new out 
let for its efforts. 

Remember this, too. If your agency does not have considerable 
experience in TV—and substantial billings in TV—be prepared for 
expensive delays. For no agency can “convert” to TV overnight. The 
whole creative and executive staff must be thoroughly indoctrinated 
...and large, separate departments must be trained and integrated. 


one of several programs weekly for The 
Coca-Cola Bottling Company of N. Y., Inc., 
featuring such youngsters’ heroes as Phil 
Rizzuto, selling the “Coke's A Natural” idea. 


Otherwise, you, the advertiser, pay the excessive costs of 
shows owned by one group, produced by another group, with 


FOR CAVALIER CIGARETTES. THE “GARRY 
MOORE SHOW” is doing a real selling job. 
This show, the first successful daytime 
variety program, is another example of 
Esty pioneering in TV. 


commercials created by still another outside group. 


There are surprisingly few agencies today which began years ago to 
get ready for TV—which have complete TV departments—and which 
have extensive experience in making Television sell goods at a profit. 

Such an agency is William Esty Company, Inc. Today, we place 
more network television programs than any other agency...over 
one-third of our billings are in TV. 


With 38 separate programs on every week for 10 major brands, 
Esty experience is broad, Esty network contacts are close- 
knit at the top level, Esty knowledge of availabilities is 
up-to-the-minute. 


And, perhaps most important, Esty techniques for creating com- 
mercials that sell are tested and proven. In TV, as in all media, we 
rely on action...drama...human interest...real people doing and 
saying real things...newsiness...excitement — to tell simple, memor- 
able, hard-selling product stories. 

If you are thinking about Television — we'd like you to see a 
presentation we've prepared. It contains the fact-and-figure answers 
to this question of getting the most for your TV dollar. 

A call to Mr. Wood at MU 5-1900—or a note — will bring this 
material. Without any obligation, of course. 


William Esty Company, Inc. 


TV SPOTS FOR PRINCE ALBERT Smoking 
Tobacco as well as for “Prestone” Anti- 
Freeze and “Eveready” batteries are cur- 
rently proving that memorable TV spots 
can be an effective use of the medium. 


Advertising 


100 East 42nd STREET, NEw YORK 17, N. Y. * MUrray Hiil 5-1900 
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Heads Sate Driving Push 
AD 


of the Neu 
qgrar & 


Wallace, circulation man- 
York World-Tele- 
has named 
hairman of the safe driving cam- 

gn committee of the American 
Publishers Assn. and 
Circulation Man- 


ger 


sun, peen 


Dugan Retires trom Central 


Clarence R 


mi 


tions 
Central 
years, 

gan, 


retired 
who has 


inager of the 
System for the 
Sept. 30 
been 


New 


Dugan, pubiic rela- 
York 
past 
Mr. 

with the rail- 


12 
Du- 


road for 50 years, has been suc- 


ceeded 
manager 


by Raymond F. 


Blosser, 
of the press bureau 


Fis record each méiah 


of the finest perfume 


and cosmetic advertising 


BEAUTY FASHION 


i oe 


Also publishers of DRUG AND. COSMETIC INDUSTRY |) 


aft 


wd 


]. B. Williams Co. 
Schedules Largest 
‘Digest’ Ad Drive 


GLASTONBURY, CONN., Sept. 25— 
A total of 360 paid pages—to run 
in 18 international editions of the 
Reader's Digest in 1952—-have been 
scheduled by the J. B. Williams 
Co., maker of Williams Luxury 
shaving cream, Aqua Velva, Glid- 
er and Skol 

The schedule is believed to be 
the largest number of pages ever 
placed by one advertiser in one 
consumer publication. J. Walter 
Thompson Co. is the agency. 

Aqua Velva will be promoted 
via 156 four-color pages, Luxury 
shave cream will get 168 b&w 
pages, Skol will have 12 two- 
color pages, and 24 b&w pages 
will be used for Glider 


@ Still to be announced by Wil- ¢ 


liams is another schedule of ads 


which will appear in the French 
and English editions of the Ca- 
nadian Reader's Digest. 

The campaign represents the 
largest ad schedule ever placed 
by Williams, a consistent Digest 
advertiser, and the biggest ever 
received by the Digest from any 
single advertiser. 


WIJAC-TV Names Katz Agency 

Katz Agency has been appointed 
national representative for WJAC- 
TV, Johnstown, Pa. Headley-Reed 
Co. formerly represented the sta- 
tion. 


Chernow, I. Miller Part 

The I. Miller & Sons shoe ac- 
count, handled by Chernow Co., 
New York, for the past four years, 
has been resigned by mutual con- 
sent, effective Nov. 1. 


Martin Oil Co. to De Munn 
Martin Oil Co., St. Louis, has 
appointed De Munn & McGuiness, 
*hicago, as its agency. Newspapers 
radio and outdoor will be used. 


“We're regulars in Redbook 


because 


. *& 
4 


created by won 


respond fast” 


(ibe 


tecemact some in heals hoowty 


ts Young Adults 


Says GEORGE M. FACTOR 


- ious 


new 


shampoo 


' 


fuxn Vv 


i | > fresh 
v hole @R¢ in 
Kelite Caillé 
SHAMPOO 
PLUS EGG 


ae cy 
§ 
, wy 


Vice President, 
Helene Curtis Industries. Ine. 


+ 


“We're in REDBOOK month after month with campaigns on 
pag 


both Suave and Helene Curtis Shampoo Plus Egg and 


we're getting great results. The reason evidently lies in 


ReEDBOOK’s remarkable appeal for Young Adults—18 to 


SSers whose buying habits haven't congealed people who 


are especially good toiletries customers, because they take 


exceptional care with their appearance.” 


Every month more and more advertisers are profiting from 


ReEDBOOK’s editorial focus on the interests of Young Adults 


.a multimillion audience outfitting their lives from the 


hasements of their new homes right up to the hats on their 


vrowing children. . . including 


accessories. appliances. 


automobiles. clothes. furniture, foods. beverages . . . 


It pays to be a regular in REDBOOK, the magazine that’s 


read by brand-new customers—the waiting-to-be-sold Young 


Adults. REDBOOK is a must on your sales schedule if you 


want to sell these millions of must-buvers first, because 


REDBOOK is their magazine! 


1246801246 from 18 to 35 x 37 39 41 43 45 47 49 SI 53 55 S7 59 61 63 65 67 69 71:73:75 7779 2 2 7 
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Redbook Magazine 


THE VITAL YEARS 


Adults 


THE VITAL MARKET 


Advertising Age, October 1, 1951 


Westinghouse Starts 
$8,000,000 Ad Drive 
Despite Shortages 


MANSFIELD, O., Sept. 25—Despite 
the fact that Westinghouse appli- 
ances will be increasingly scarce 
during the next six months, the 
company has embarked on “the 
biggest advertising program in its 
history,” or some $8,000,000, T. J 
Newcomb, sales manager, told a 
press conference last week. Mr. 
Newcomb and John H. Ashbaugh, 
v.p. in charge of the electric ap- 
pliance division, outlined the fu- 
ture of Westinghouse appliances 
as follows: 

1. For the two 


next quarters, 


| civilian goods will be sharply cut 


back, and Mr. Ashbaugh, while 
ducking the word “shortage,” said 
Westinghouse could sell more ap- 
pliances than it will be able to 
produce during this period. Both 
men insisted that inventories of 
Westinghouse appliances in deal- 
ers’ hands were not “excessive.” 


e@ 2. The long-term outlook for 
the appliance business is good 
Westinghouse is building a 2,000,- 
000 sq. ft. plant at Columbus, O., 
which will produce engines for 
the Navy, but ultimately will be 
switched to appliance production. 
Growing population, and the fact 
that many major appliances are 
far from the saturation point in 
sales, point to a steady future for 
appliances. 

3. Some appliances will be 
dropped, largely traffic appliances 
and housewares. Specifically men- 
tioned were waffle irons and sand- 
wich grills, the point being that— 
where scarce materials like ni- 
chrome wire and nickel are con- 
cerned—these materials will go 
into major appliances. 


e 4. There may be 
tration of dealers. In answer to 
questions, Mr. Newcomb pointed 
out that there are 80,000 appliance 
dealers of all kinds, that depart- 
ment store sales of appliances are 
constantly rising (they reached 
10% in 1950, compared to 7% in 
1949) and he feels some readjust- 
ment may be necessary. 

5. The appliance selling situa- 
tion has eased. Westinghouse is 
back-ordered on its new “Frost- 
Free” refrigerator, Mr. Ashbaugh 
said. 

He expressed the opinion that 
credit curb relaxation, a changing 
public attitude and the arrival of 
the fall season—traditionally the 
best time for appliance sales—all 
influenced the change 


some concen- 


Driscoll Bars Posters 
From New N. J. Highways 

Outdoor posters are to be barred 
from new highways in New Jersey, 
according to Gov. Alfred E. Dris- 
coll. He warned, moreover, that 
posters placed on private property 
near new routes would be screened 
from the view of motorists by 
strategically placed shrubs and 
trees. 

“It will be the policy of the 
state to refrain from granting per- 
mits for location of billboards 
along the New Jersey Turnpike, 
Garden State Parkway and our 
new freeways and parkways in 
rural and scenic areas,” he said. 


Wile Plans Spring Drive 

H. Wile & Co., New York manu- 
facturer of Don Richards clothes 
for men, will spend about $200,000 
to promote its Tropic Cord suits in 
more than a dozen major markets 
next year, with four-color pages 
in Sunday supplements and a point 
of sale program. A $1,000 window 
display contest also is planned. 
Promotion will break in mid-May. 
Emil Mogul Co. is the agency. 


Cooper Rejoins Thompson 

Thomas R. Cooper has rejoined 
J. Walter Thompson Co.’s San 
Francisco office as an account rep- 
resentative. 
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Farmer, Kansas Farmer, Michigan ‘ 
Farmer, Missouri Ruralist. . " 

Also, Montana | Farmer-stock- SOYMMEBODY'S SECRETARY ... . by Post-Hall Syndicate Tim 
man, Nebraska Farmer, New Eng- ; 
land Homestead, Ohio Farmer, ae 
Oregon Farmer, Pennsylvania Far- [| A MEW \DEA FOR HONEST... AND IT’S A SOUNDS GOOD... POST-HALL SYNDICATE... : 
mer, Prairie Farmer, Progressive | OUR SALES TRAINING | GOOD ONE! THE BOSS BUT WHO'S GOING THEY SPECIALIZE IN 
Farmer, Utah Farmer, Wallaces’ | PROGRAM? I DON'T / \S PUTTING OUT A TO DO THE JOB? / LOW-COST BOOKLETS FOR 
Farmer & lowa Homestead, Wash- BELIEVE IT / / FOUR-COLOR CARTOON-TYPE / BUSINESS AND han nen 
ington Farmer, Western Farm Life DMX. BOOKLET TO HELP TRAIN THEY'LL ene Se ee 
and Wisconsin Agriculturist & DEALERS AND SALES ro Ags 4 TED @00 ane! 
Farmer. PEOPLE / \ ‘© PRIN KL L 

Offices are located at 25 Cali- 
fornia St. here. 


Pratt & Lambert to Baldwin 
Pratt & Lambert, Buffalo paint 

maker, has appointed Baldwin, 

Bowers & Strachan, Buffalo, to ~\ ? 


we 
handle its advertising. Albert P i 
Hill Co., Pittsburgh, is the former 
agency. ny, Ane Z 
Deacon Bros. Names Allan 
James Allan, formerly of Ro- | yy 


bert Simpson Co., Toronto, has 
been appointed v.p. in charge of 
sales promotion of Deacon Bros., 
Belleville, Ont., outdoor sports- 
wear maker. 


MISS SWEATER GIRL—“For her highly 
evident ability to look in a wool sweater 
the way all women of taste and fashion 
discrimination would like to look,’ Cathy 
Hild has been nomed Miss Sweater Girl 
of 1951 by the Wool Bureau and the 
Notional Knitted Outerwear Assn. 


Van Norden’s New 
Syndicated Column 
Runs in 24 Books 


San Francisco, Sept. 25—R. T. 
Van Norden, formerly a partner 
in Bris.cher, Van Norden & Staff 
(now Brisacher, Wheeler & Staff), 
has launched a new syndicated ad- 
vertising feature called. “Mom's 
Memos by Mona Martin.” 

The editorial-style feature, 
scheduled to run in 24 state and 
sectional farm publications, will 
be sold to advertisers in 3” and 4” 
units, with minimum contracts of 
six months. Only one advertiser 
in each category will be sold, and 


each may buy the entire package * , Py 
or various regional groups. d 


The publications in which 
“Mom's Memos” will appear are 
American Agriculturist, Arizona 
Farmer, California Farmer, Colo- 
rado Rancher & Farmer, Dakota 
Farmer, The Farmer, Farmer- 
Stockman (Oklahoma), Idaho 


farm home, village and city of huge, 
RADIO SOUTHWEST. Cut overhead... do it 
with one star salesman WFAA! 


What the Marts Revealed .... Color TYV-—When? 


Before closing your budget 
investigate this new idea 
in appliance merchandising. 
Pocket-size — digest style. 
Write, wire or phone for 
complete details. 


APPLIANCE DIGEST 
450 W. Fort St. 
Detroit 26, Michigan 


WFAA PRIMARY COVERAGE AREA sprawls 
over 116,000 square miles, swallowing 171 
counties in Texas, Oklahoma and Arkansas. 
An area populated with spenders to the 
tune of more than seven billion annually 
—an area with 1,143,500 radio homes!» 
ADD OUR ROLLING STOCK—the car radios, 
practically every family has one or more 
cars equipped with radios. 

WHAT ABOUT TELEVISION? We are as 
proud of WFAA-TV as a new Hereford 


The Only Mass Medium Covering This Great Southwest Market... 


Martin B. Campbell, General Manager 


Radio Service of The Dallas Morning News 50,000 Watts 5,000 Watts Chonnel # 
EDWARD PETRY & CO., Representatives 


calf. Each time we slap him on the rump a 
lusty bellow can be observed in 127,000 
homes. A good, solid impact for a yearling. 


BUT—there are over a million radio homes 
in WFAA’s primary coverage area with no 
more TY sets than a snake has hips! 


WHO SELLS THESE MILLIONS WITH 
BILLIONS TO SPEND—sight unseen? 
Your star salesman WFAA reaches a million 
with EVERY SPOT! 
*Sales Management, 1951 


WFAA 


DALLAS — ' 
820 570 «TV 


De i Oe a oe.) ne eons ha. 7 a ae 2 ee 9 Re eee : ieee Sy ee ee as 
hi Advertising Age, October 1, 1951 = a 
‘ 
f E: ‘1 eer ¥ Fe 
' , er f | by 
: aa 
: aN. <2 
A ¢ “a ; ‘ \ e op ea 
rd ras 4 a B > ft 
. \ > * j a “ 4 ‘ : Ls 
\\ = = ak age \ . $f: \—a \ i. 
; ¥ . ie : | = ij j i) 2 a o Gea YF ‘ i" in 
> Noe ee Call Ken Hall at the POST-HALL SYNDICATE, 295 Madison Avenue, NYC 17. fi 
; >. i Eon, 
a. =. ey 
e eeimenel “" 
pe Pas coed kt Be 
ro Le y es ' ; Fe 
if A. Ab ~s Yr b ae 
ty oC a 
A “F - ; Teer 
: = * Le 4) ~ ia ae 
i as - | 7) U a _ 
A Aan "\S et ee 
PA fs eg s 
= , “" Ba 
— % « ay er? 
—_— Sa =¥, ai 
y >. oie 
{> Lig : ) Se eo 
) Se - 
“ ie 2 (? y == 4 4A é 2 
, 4 A ‘oe 
j / \(h = 
> Bros 
; ‘ <= 33 
CEE WEDS a 
ss , tL q : ae 
’ <" y ) ae 
«a 
P Cee | . ng 
: PT and 2 
mS LL your product simultaneously ’ ® 
re , 
Doe aa 
Ss ak 
APPLIANCE # 
ce. +g ~ a [ — | 5 Sy 
a _— says 
a -—_~ oo oy 
a re ose 
sir - ind Bust fa 
ae oe .: se 
on: es a 
Ea PS pa < ¥ 
MORT FARR 3 s| ; > 
—h = 4 Bee 2 
Ss oe aia oe 
Pa 
a — g 
sl a: te 
i. : ey 


La eR dt ol 


penal 
ond 


ae 


Supplements Toy Story with 
Back-Stage Picture 

To the Editor: The very excel- 
lent article on the toy industry 
written by your Lawrence Bernard 
in your Sept. 10 issue highlights 
the importance of more than just 
Christmas selling as being neces- 


sary However, I received the 
feeling that it glossed over the 
tremendous work behind the 


scenes done by our agency in con- 
junction with our client, the Toy 
Manufacturers of the U.S.A... in 
fostering a second major toy buy- 
ingg season 

It might be of interest to note 
that in July, 1950, we had commit- 
ments from retailers of all types 
who were logical merchandisers of 
the total outlets 
were tie up with, 
and promote a new 


and whose 
over 5,000 to 


merchandise, 


toys 


This department is a reader’s forum. Letters are welcome. 


summer toy promotion scheduled 
for the June 4, 1951, issue of Life. 

At that time we also had three 
pages of advertising scheduled for 
that issue of Life, working virtual- 
ly a year in advance 

Careful analysis by Grey’s retail 
and merchandising specialists led 
us to believe that the week of 
June 4 would be ideal for summer 
toy promotion for many reasons: 
the start of really good summer 
weather, probably a median point 
of grade school term’ endings 
throughout the country, and ap- 
proximately three and a_ half 
weeks before children leave for 
camp, etc. 

Nearly every 
factor was most 
this promotion—in fact-—-anxious 
to see it succeed. Unfortunately, 
the Korean situation with its con- 


important retail 


enthused about 


PULSE 


of the 


FARM | 


Market! 


22,000 skilled technicians — VO-AG 
TEACHERS, COUNTY AGENTS, SOIL 
CONSERVATIONISTS, and other farm 
leaders — guide, advise and counsel the 
vast FARM MARKET. They serve as the 


“heart” of this 37 billion dollar agricultural 


industry. 


You can put your finger on the pulse of 


this vast market by selling these key farm 


leaders on the merits of your products. 


Their recommendations can and do outsell 


your best salesmen. 


Farm leader advice to farmers includes 


information about manufactured products. 


Cover this “pulse”’ regularly through the 


farm leaders’ BUSINESS magazine, Better 


Farming Methods. 


Business Magazine for Leaders who 
TRAIN and ADVISE Farmers 


WATT PUBLISHING CO., MOUNT MORRIS, ILL. 


New Y mk fd h tago —_ Los Angeles 


San Francisco 


*Seattle Dallas Portland Denver Palo Alt 


sequent dislocation of raw material 
supplies caused the manufacturers 
and ourselves to agree to hold this 
promotion until planning could be 
done with more assurance of com- 
mitments being fulfilled. Also, we 
did not want to do anything that 
might limit the amount of materi- 
als for our regular yearly promo- 
tion in Life, which this year will 
amount to seven consecutive pages 
of advertising. Incidentally, we 
estimate that over 11,000 retail 
stores of all types will be tied up 
with our Nov. 26 Life advertise- 
ment this year. 
Davip L. RANp, 


Grey Advertising Agency, 
New York. 


Public Relations Defined 


To the Editor: I hope the howl 
you will hear from public relations 
people will not blister your what 
has, till now, been considered good 
eardrums. Your article on Page 75 
of the Sept. 17 issue [Eye and Ear 
Department] has press agentry 
and publicity confused with public 
relations so unjustly that your fan 
mail will be the breeziest you've 


| ever had. 


Public relations is the function 
which evaluates public attitudes, 
identifies the policies and proce- 
dures of an individual or an or- 
ganization with the public interest, 
and executes a program of action 
to earn public understanding and 
acceptance. | 

There is no latitude in this 
function for the “arranging to get 
free time or space for a set fee.” 

G. E. DANCH, 

Assistant to the President, 

Ingersoll Products Division, 

Borg-Warner Corp., Chicago. 

e. . 7 


Illustrates Moving Day 

To the Editor: Here’s how Yard- 
ley, the famous Baltimore cartoon- 
us in 


ist, visualizes our future 


surroundings. 
Your readers might enjoy our 
announcement. | 
Rita G. EASTMAN, 
Director of Public Relations, 
VanSant, Dugdale & Co., Bal- 
timore. 
e e a 


Finds AA an Idea Starter 

To the Editor: I have had the 
pleasure of reading a copy of your} 
book, “How to Make Your Adver- 
tising Pay Off,” and would cer-| 
tainly appreciate a copy for my- 
self. 

I am a subscriber to many pub- 
lications which I consider helpful 
to my business, but I want you to 
know that of all the magazines I 
receive, I not only find yours the 
most interesting to read but also 
the most valuable in giving us 
ideas in our own operation. 

B. C. HELZBERG, 
President, Helzberg’s Diamond 
Shops Inc., Kansas City, Mo. 


“This is a worm’s eye view of the Duane Jones affair—in the center, of course, 
is a client,” says J. P. Barnes of Glendale, Cal., who drew the view. 


Wants Freedom to Clip 
To the Editor: It is a good 
idea to have feature articles fol- 
low each other. However, it is a 
mistake to run them back to 
back, for now I cannot use but 
half of these articles because I 
have to cut one feature to clip 
another one I want to use. 
R. W. Hornseck, 
Los Angeles. 


se 7. . 
Advertising Council Wants 
No Confusion of Titles 

To the Editor: Your 
Sept. 17 contains a report 


issue of 
that 


the “Advertising Council of New| 


Mexico” has been appointed the 
advertising agency for the New 
Mexico State Tourist Bureau 

We would greatly appreciate 
your making clear that this agen- 
cy, which is using a name similar 
to ours in spite of our protest, 
has no connection with The Ad- 
vertising Council. As you know, 


The Advertising Council is not an 
advertising agency and does not 
handie commercial accounts. 
ALLAN M. WILson, 
Vice-President, The Advertis- 
ing Council, New York. 
2 e e 
Thinks Similarity of Ad 
Themes Tells a Story 

To the Editor: Is it just a coinci- 
dence, or do I detect a new trend 
by the advertising fraternity? 

In the Sept. 17 issue of Life 
magazine; from the B. F. Goodrich 
ad on Page 1, “The Picture Tells 
the Story”; from the Englander 
(Goodyear) ad on Page 11, “The 
Spine Tells the Story”; from the 
Fatima cigaret ad on Page 12, “The 
Front of My Tray Tells the Story.” 
The similarity of the theme seems 
to tell a story, too! 

I’m just wondering. 

Pat McCann, 
Division, Metro- 

Insurance Co., 


Publication 
politan Life 
Ottawa, Can 


THE MOST 
DIFFERENT 
HOUSE ORGAN 


\ ggt0! IN ALL THE 
\ tt | GRAPHIC 
\" MTT = ARTS... 
@ ADVERTISING MEN 
\ @ LAYOUT ARTISTS 


\ @COPY WRITERS 


If you’re not on 
our mailing list 


phone ANdover 3-3850 


FOUNDRY TYPE * MONOTYPE 
LINOTYPE * LUDLOW * MAKEUP 
REPRODUCTION PROOFS 


DAY AND NIGHT SERVICE 


for your copy 


today! 


ANdover 3-3850 


OUT OF TOWN 


INQUIRIES INVITED 
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THE GROUP WITH 
THE-SUNDAY PUNCH 
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FIRST 3 Markets Group Advertising keeps Cash 


Registers ringing because your sales message is carried 


to the most customers in the nation’s top markets. 

The families in 7 states in the primary FIRST 3 Markets 
area account for 30% of all U.S. retail sales. 

FIRST 3 Markets Group reaches 52% of all these families. 
That’ over 14 of the families that account for almost % of 
the retail sales in the United States. Alone, or in 
combination your FIRST buy is... 


The group with 
the Sunday Punch 


New York Sunday News 
Chicago Sunday Tribune 
Philadelphia Sunday Inquirer 


Rotogravure +« Colorgravure 
Picture Sections « Magazine Sections 


New York 17, N. Y., News Building, 220 East 42nd Street, VAnderbilt 6-4894 Chicago 11, Ill., Tribune Tower, SUperior 7-0043 
San Francisco 4, Cal., 155 Montgomery Street, GArfield 1-7946 . Los Angeles 17, Cal., 1127 Wilshire Blud., MIChigan 0578 


“sia ae oS eee be a Re = 82 Chee ee i oa i Rg io ae ae c=, oe * , a . ) aie siege 
tA ee ee eS ee SS ee eee 4 fa ee eae * 5 aE cae! Pater lg ; ia, oe Bie or ee WE 
a ) re i i See ep zB Pi 2 a pat Fs A i ee "3 : 25 e ce e My Pe Tac 
. ai ae 
we | 
ee 
“ir 
| gt 
ees 
: oe 
: pas, 
a ee 
ee 
“ae 
Fog" 
aa 5 ae 
ea. * 
te F; 

: - 
: <a 
Aap 
es 
ae 
: ues 
ne 4 ioe 
ge 
vee 

Ce 
i -i¢€ 
+E ame, 

rae 
ree 4, 
ce ae 
Pah 
~~ 
age 
at 
4 may 

eh 
B, 
Bus 
: 
oa. 
Rhee. 
3 a 
Rigt 
’ 7 
Pe 

ie 

he 
oy 
: =m 
7 das 
a fs 
«ee 
‘ ie 
~ r 7) 
ae : o> ~ ay. mite 
} i. 5 
| a + es nate 
. on 
| me 
a 
* 

Pps.) 

es 
be 3 
ee = 
_ S 
fa 
¥, . 
«Saas 
Seal 
s. a 
«Rees t 
Pe 
“> 
at 
ses 

i i ae 
a ieee 
‘ cae 
riy 

oe, 
A 

ei Oe 

. Sa 

ce 
ge 
“WERE 
+ ies 
S San 
of re 

B —_ : we 
~ “a hes 
> 3 By 
a ee 
oo. 
ee 
Basis 

. ™ m 4 P , Wo ee ee - i i 
ty * _ ae i % gs Ai ‘eet a iS eg Sige : . , 

- 4.4 ones oF a 5 
_ > ae a 2 oF 4% 
. <2 "4 ee 

‘ : : % pa 

f : om bs 2 : #. 
fk < x . f a ree 
P ‘ Fes 0 sles 

er s inetd a * abeae 
Fe : so rs ° a es 

; Pa 5 2 a | ' ag went 
oP UE ? 4 2 : ; 4 oe ee 
Ship. id ef - y ee 
is 3 ee a 

Ma tp tyne = Po gee cameras _ 4 *. ie es “Ss m*, xa 5 he 
. ibe * A, : | ; tah : y iy ne as eden 
. oom * , of Ly, J 
f Pie am | q : ‘x eee 
aa " s - ag stl id A Is: 4 . Pk ers 
; eee ; os Rect 
4 i ay 
py 
. aes 
Ph 
hers 
. i ee 
yan 
Lond 
Bae 
| Ae f 
ae 4 

<p x 8 
Pe ; 
aa 
Ay ae 
i Peete 
oo ; rae 
= ee coo Fee aa = 2 ‘2 rs k r CA - * all . « a :~ ee 


60 


‘Milwaukee Journal's’ Appliance 
Ad Censorship Called a Success 


Mi_waukeE, Sept. 25—The Mil- 
waukee Journal's new appliance, 
TV and radio advertising code has 
‘cleared the air considerably,” ac- 
cording to a spokesman for the 
paper, even though it has been 
in effect for only three weeks 

On Sept. 5, the paper announced 
that appliance, television and ra- 
dio advertising copy henceforth 
would have to “conform to a single 
code—-clear truth.” 

‘Nearly everyone,” the Journal 
explained, “will agree that adver- 


dable Quality and Service 


IN CITY 
VING COMPANY 
st. ST. JOSEPH, MICH. 
- ART-COPY-LAYOUT 
A ONE COLUMN CUT OR A 
COMPLETE COLOR BOOKLET 


Always Depe 


tising copy in the above classifica- 
tions needs to be improved and re- 


slanted for the fall and winter 
season. Highly promotional type 
copy this summer has over-em- 


phasized payment plans, trade-in 
deals, price reductions, non-cur- 
rent models, free offers, contests, 
leaders, etc. Neither a favorable 
nor profitable market can be cre- 
ated for an industry which con- 
fines considerable of its advertis- 
ing to a semi-‘borax’ appeal 


e “The variety, beauty, mechani- 
cal excellence, improvements in 
and fair prices of current models 


have been largely subordinated,” 
the paper continued. “The price 
and enjoyment in owning a se- 


lected model of a standard make 
is seldom featured. Too many ads 
give bold display to relatively un- 


important inducements tied in with 
the sale of an already unpopular 
single model. . 

“Honest, informative advertis- 
ing to this growing market can 
properly develop it and produce 
maximum profitable sales. Sound 
copy appeals of known effective- 
ness should be more prevalent. 

“In the interests of honest ad- 
vertising, effective immediately 
(Sept. 5), promotional advertis- 
ing copy which in any way 
stretches the truth and goes be- 
yond the bounds of reasonableness 
and fair play, or which may mis- 
lead or confuse the reader is to 
be carefully censored by the Jour- 
nal and omitted if not properly re- 
vised. 
es “Factors to be carefully 
sidered are: 

“1. Heavily displayed, broad 
statement headlines, qualified by 
semi-hidden, small-type phrases. 

“2. Illustrations of items un- 
related to displayed price items. 

“3. Layout devices which con- 
fuse a featured low-price unit 


con- 


with other, more expensive, items. 

“4. Unwarranted promotion of 
merchandise but lightly stocked. 

“5. Sales terms and prices neith- 
er clear nor complete. 

“6. Failure to identify obsolete, 
discontinued or used models. 

“7. ‘Contest’ plans of question- 
able merit. 

“8. Unwarranted display of 
‘free’ or combination offers of only 
minor importance. 

“9. General ‘borax’ appeal of 
heavy type and reverse plates. 

“10. References to color facil- 
ities in present TV sets must be 
made clear by inclusion of stand- 
ard clarifying statement on color 
9 Ou 


@ The statement mentioned in No. 
10 reads as follows: “Note to 
readers—no set referred to in this 
advertisement will receive TV 
programs in color without the ad- 
dition of special equipment at ex- 
tra cost.” 


Advertising Age, October 1, 1951 


censor (to provide a uniform inter- 
pretation). 

In making the announcement, 
the Journal, over the signature of 
Robert K. Drew, advertising mana- 
ger, also included a cogent state- 
ment of its attitude toward adver- 
tising. 

“We are,” it told its sales staff, 
“all advertising and sales people. 
We believe in imaginative, com- 
pelling, hard-selling copy. We like 
attractive, dramatic illustrations. 
We have faith in the power of 
words to make people want some- 
thing, to convince them to buy it 
from the advertiser who gives 
them good reason. We know that 
advertising can sell wanted, good- 
brand merchandise at profitable, 
reasonable prices. We know, too, 
that there is no substitute for the 

| truth.” 

| 

a In order 
the Journal 
| with the 


to enforce the code. 
made arrangements 
Milwaukee Better Busi- 


All appliance, radio and video| ness Bureau to shop all appliance 


advertising since Sept. 5 has been 


| advertisers and make the reports 


subjected to censorship by a single | available to the censor. The papet 


“Oh, that’s the class in advertising. They re 
studying space buying this semester...” 


, 
| Combined City and Retail Trading 
| Zone Circulation ; 
NOW 
DaKY 
ase ENQUIRER 
54,086 
50 
| l4 - 
TIMES 
| a ~~ sTaR 
147,490 
| f DAILY ENQUIRER 
} 110 i 
| yo 143,575 
90 
| wmaws#s «ss ©& 48 , 
| yeur 
Statements, March 31 of eae 
Source: ABA Publishers’ Sta 


Added up the score, lately? More and more 


and more ...Cincinnati is a 


MOTNINE -NeWS - 


paper town! Today, the Daily Enquirer has 


the largest combined city and retail trading 


zone circulation of any Cincinnati daily. 


Represented by Moloney, Reg 


an and Schmitt, Inc 


also invited the BBB to continue 
and extend its own parallel ef- 
forts. 

After about a week, the Journal 
issued a supplementary set of 
rules, which included the follow- 
|ing provisions. 

1. “No down payment” and all 
similar expressions are unaccept- 
able 

2. Flat trade-in offers are un- 
acceptable. Trade-in offers are 
only acceptable when they are 
clearly related to a particular item 
}and when the current list price 
and actual net cost are shown. 

3. “At least temporarily, ad- 
vertised prices...must express in 
dollars the amount of warranty, 
service or tax charges to be re- 
quired.” 

4. “Price comparatives. The ex- 
| pression ‘regularly’ shall not be 
, used unless it pertains to an item 

of the latest current manufacture, 
}and unless advertiser has been 
| selling the item at that price with- 
| in the last several weeks. It should 
not be used unless it is the price 
| generally prevailing in the mar- 
| ket for the item 

| 


e “Items not so qualified may be 
| comparatively priced as ‘former- 
| ly,’ ‘originally,’ ‘made to sell at,’ 
; ete. where such is in fact the 
| truth. 

“We are asking the Better Busi- 
ness Bureau to check all compara- 
tive prices and secure for our rec- 
ords the advertisers’ specific basis 
for any comparative prices used 

5. “Down payments. Be remind- 
ed of recent Federal Reserve Board 
notices, and of item No. 1 above 
Otherwise, in bona fide cases, with 
full explanation of conditions, ad- 
vertisers may point out that trade- 
in items may equal or exceed re- 
quested down payments 

“On items under $50, unre- 
stricted today in current govern- 
ment regulations, ‘no down pay- 
ment’ may be used if properly ex- 
plained and such items are ade- 
quately segregated from other units 
in the advertisement which may 
require down payment.” 

6. Copy referring to color facil- 
ities must carry the statement 
mentioned above 


@ The reaction of advertisers was 
in general, favorable. Some ex- 
pressed a willingness “to go along” 
since “everybody has to conform. 


Others welcomed the Journal's 
action. 
The only problems which the 


Journal has faced in enforcing its 
new code have arisen in cases 
where the policies of a national 
advertiser didn’t quite fit the 
code. In a few cases, schedules 
were held up for a day or so. 
Journal executives, pleased by 
results of their efforts to date, are 
considering adopting similar meas- 
ures in other advertising classifi- 
cations at such times as the situa- 
tion seems to warrant such action. 
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Consumers’ Failure to Spend 
Crosses Up Administration 

WaAsHINGTON, Sept. 26—U. S. 
consumers are stumping the ex- 
perts. Instead of scrambling for 
the good things that are supposed 
to become scarce early next year, 
consumers are stashing away their 
59¢ or 49¢ dollar. 

Though corroborated almost 
daily by statements of high of- 
ficials, the scare ads of appliance 
and auto dealers seemingly make 
no impact. Neither do the fore- 
casts from Office of Price Stabili- 
zation that prices will be going up. 

Consumers seem willing to bet 
that their dollars will still be good 
for something when they are 
ready to spend them sometime in 
the future. For Federal Reserve 
Board finds savings are accumu- 
lating at a rate of over $21 billion 
in third-quarter 1951. That com- 
pares with $4.6 billion in third- 
quarter 1950 and $9.5 billion in 
first-quarter 1951. 

Federal Reserve economists say 
this high rate of saving is having 
a tremendously anti-inflationary 
effect. But the economic seers at 
the White House, who have to 
document the case for strong con- 
trols, are miffed. With consumers 
refusing to panic, they have to 
push ahead the deadline for the 
fresh wave of inflation which is 
supposed to engulf the nation as 
the production of durables tapers 
off 

7 + . 

Marriageable girls and 
appear to be keeping their heads 
too. While marriages during the 
first half of 1951 ran nearly 7% 
ahead of the first half of 1950, 
June was relatively slack. It ran 
0.6% behind June, 1950. 

The 1951 baby crop is coming 


Hoys 


along fine, though. For seven 
months there were 2,142,000 live 
births, compared with 1,999,000 


in the same period last year 
e - 7 

Admen seem to have little stake 
in the fight over pricing standards 
spelled out in the so-called Cape- 
hart amendment. As it stands now, 
Capehart requires Office of Price 
Stabilization to peg prices at levels 
which allow for post-Korea in- 
creases in sales costs. Substitutes 
merely require “reasonable allow- 
ance” for post-Korean increases 
in sales items. 

But OPS insists its powers over 
sales costs are about the same in 
both versions, for under Cape- 
hart it is permitted to toss out any 
post-Korea price increase it con- 
siders “unreasonable.” 

Shouting over the Capehart 
amendment seems to boil down to 
this important point: 

Under Capehart, OPS must make 
adjustments on a company-by- 
company and product-by-product 
basis. Substitutes permit OPS to 
avoid red tape by making the ad- 
justments on an industry-by-in- 
dustry the substitutes also 
permit company-by-company ap- 
peals where hardships exist. 

e * * 


basis; 


Sulphur shortages have NPA’s 
printing and publishing division 
on edge. With demand running 
considerably ahead of supply, NPA 
is under pressure to hold sulphur 
needed in newsprint at 85° of 
1950. 

New sulphur beds are being de- 
veloped. But relief is many months 
away. 

° 7 7 

Rep. Robert Corbett (R., 0.) 
made a last-minute effort last 
week to peg the bulk third class 
postal rate at 1%¢ instead of l'e¢ 
as recommended by majority mem- 


By STANLEY E. COHEN. Washi 


Editor 


bers of the House postal commit- 
tee. 

He did all right, until Rep. Al- 
bert P. Morano (R., Conn.) got 
the House floor. Rep. Morano had 
a letter from Pitney-Bowes. It 
said that postal meters——-which 
collect about 40% of all postage— 
can’t handle a 1%¢ rate without 
expensive modifications. 

House members decided 
nice round 1'2¢ rate. 


on a 


SRDS Moves Exec Offices 

Standard Rate & Data Service 
will move its executive and pub- 
lishing offices to 1740 N. Ridge 
Ave., Evanston, Ill. Sales offices 
will be maintained at 333 N. Michi- 
gan Ave., Chicago. 


Market Research Institute 
Set for U. of Minnesota 

The school of business adminis- 
tration of the University of Min- 
nesota, Minneapolis, in coopera- 
tion with the Minnesota chapter 
of the American Marketing Assn., 
will hold a Marketing Research 
Institute Oct. 18-19. Among speak- 
ers scheduled are Dr. Thomas Cof- 
fin, supervisor of TV program re- 
search of NBC; Richard Crisp, 
director of market research of 


com? 


—_— 


Tatham-Laird, and Dr. George 
Gallup, public opinion analyst. 
Fees for the meeting total $15, 
and reservations are received by 
Director, Center for Continuation 
Study, University of Minnesota 


Paragon Pictures Names Noble 

Tom Noble, formerly a Colum- 
bia Broadcasting System writer 
in Chicago, has been appointed 
scenario writer for Paragon Pic- 
tures, Evanston, Ill 


.---Don’t Shout from 
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Boyer Joins Foster Agency 
Robert R. Boyer, formerly ad- 
vertising manager of Ford-Mo- 
narch Division, Windsor, has been 
appointed account executive for 
Harry E. Foster Agencies, Toronto 


Satflo Uses Toronto Dailies 
Co-op Vegetable Oils, Altona, 
Man.., is using single column copy 
in Toronto dailies to promote its 
Safflo salad and cooking oil 


in Chicago it's Urban. 
Mid-Urban,. Suburban 
. you haven't sold CHICAGO 
until vou've sold all-3 TOGETHER” 
with © 


ak Carps, TRAVELING 


Disprays. PrarrorM Posters. 


Chicago Car Advertising Co. 
333, N. Michigan, Chicago 
500 Fifth Ave. N.Y. C. 


NATA 


the ROOF-TOPS eee 


(modern Roof -Tops are too high) 


Downto 


wn St. Louis, Mo., 
ride on 380 Yellow 


with the CROWDS 


chere Whaley Taxiposters 
and Black @ 


White Cabs 


ein the Middle of Main St. 


ELL YOUR STORY at eye-level with colorful Taxiposters on taxi 
backs. Don’t compete for locations that are too high and too far. 


Don’t talk over the heads of the down-town pedestrians and motorists. 


Get on Taxipe yters .. 
range .. 


. look your customers square in the eye... 
. and they'll remember you. 


at close 


Whaley Taxiposters ride the backs of the busiest taxicabs in the busiest 


streets in 103 of the busiest cities coast to coast. Wm. E. Whaley Co., 
136 S. 4th Ave., Louisville 2, Ky. 


Taxiposter showings can be made in 10 days from 
receipt of copy in any city where space is available. 


WHALEY TAXIPOSTER ADVERTISING 
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No. 4104. How to Speed Up Your 
Reading 


“How You Can Read Better 
Faster” is a new catalog offered 
iy the Foundation for Better Read- 
ing, Chicago, telling advantages of 
its instruction in more rapid read- 
ing with better comprehension of 
the subject matte: 

No. 4109. How to 
for Ad Dollar 

“Merchandising Your Advertis- 
ing” is a new booklet offered by 
McGraw-Hill outlining three spe- 
cial plans they have developed for 
merchandising of business paper 
advertising, depending on the ob- 
jectives and particular groups or 
individuals to be reached 


Get Full Value 


No. 4110 


Market 

In a ‘new booklet, “Men and 
Markets,” The Oil & Gas Journal, 
showing how oil and gas have re- 
placed coal as the major fuel, an- 
alyzes the 600,000 men in the oil 
industries and tells how 34,000 of 
them the buying. The book 
covers oil and gas production from 
the drilling of the well on to the 
final while media in- 


f 


formation rounds out the picture 


Oil and Gas Industry 


ao 


processing, 


4111 
Farmers 

A new folder, “3 Questions,” 
offered by Cook's Farm Directory, 
telling of its coverage and mailing 
list service for Minnesota, Wiscon- 
sin, and Northern Iowa. Complete 


No Selling to Northern 


is 


coverage of 140 counties is of- 
fered 
No. 4115. Radio Shows Vitality. 


Station WOC, Davenport, la., of- 
fers a new folder, “The WOC An- 


Note: Inquiries for the items listed above will not be serviced beyond Nev. 12 


swer to Television Competition,” 
telling how WOC has added new 
advertisers and increased its reve- 
nue during the last year. Adver- 
tising-success case histories, a list 
of local advertisers, and a quick 
survey of the market round out the 
picture 

No 4116. New 
Animation. 


Idea for Display 

“Capture Involuntary Attention” 
is a descriptive brochure offered 
by The Recora Co., telling how to 
use the “Switchmat” for animation 
of displays. The unit is a small 
floor mat which, when stepped on, 
will set off any desired action, illu- 
mination, sound, etc. For use be- 
fore convention exhibit booths, in 
stores and showrooms 


Rates 


90¢ per line, minimum charge $3.60. Cash with order. Figure all cap 


lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
Per line. Add two lines for box number. Deadline Wednesday noon 12 days 
Preceding publication date. Display classified takes card rate of $12.00 per 
column inch. Regular card discounts, size and frequency, apply on display. 


HELP WANTED 
FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 

All types of positions for men and women 
185 N. Wabash Fr 2-0115 Chicago 
ASSISTANT ADVERTISING MANAGER 
Large Midwest packing company needs 
man with well rounded experience in ad- 
vertising in food field. Should have good 
background in copywriting, rough lay- 
out, merchandising and administration. 
Sales experience desirable in planning 
campaigns, sales portfolios and writing 
sales bulletins. Give full details regarding 
personal history, education, past and cur- 
rent business background, salary expected 

Box 4044, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill 
INDUSTRIAL SPACE SALESMAN 
Publisher of National Industrial Trade 
Magazines has opening in New York office 
for young, aggressive spaceman. Knowl- 
edge of industrial fields valuable. Furnish 


| complete record of personal and business 


No. 4117. Appliance Sales to Farm- 
ers. 

The REA News, with coverage 
of electrified farms in eight major 
Minnesota areas, offers a folder, 
“Sell the Farm Market,” outlining 
the special services of the publish- 


er to advertisers of appliances 
etc 
No. 4118. Sports Afield Readers 


Analyzed 

In “General Classification Study 

1951,” Sports Afield presents a 
Statistical breakdown of its readers 
as to income, car ownership, sports 
preferences, sporting goods owned 
age, education, employment, etc. 


No. 4121. Radio Values in Chicago. | 
“Vital Statistics for Chicago Ra- 
dio Timebuyers” is a new presen-| 
tation offered by WBBM. It covers 
the Chicago picture in terms 
ratings, shares of listening, top- 
rated quarter hours and programs, 
costs-per-thousand, etc 


of 


USE COUPON TO OBTAIN INFORMATION 


: ‘ 
! Readers Service Dept., ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Il. 


please print or type) 


NUIT cakensabstbnenitsnsnnntnensnasrisoniuiclans 
COMPANY .... 
ADDRESS 


CITY & ZONE 


Please send me the following (insert number of each item wanted 


the SWING is to 


MAXWELL 
BOARDWALK 
DISPLAYS 


“A. A. REACHES MEN AT 
DECISION-MAKING LEVEL”’ 


Commenting on Re nnd ye & = 
classified copy develo abou 

as many inquiries from ADVERTIS- 
ING AGE as from another publication, 
this advertiser said: Pr mepe | b ang = 
ference in the circulation of the 
publications is that ADVERTISING 
AGE reaches a preponderance of men 
at the decision-making levels. Cor- 
rect! That’s why your classified copy 
placed in these columns will not only 
get more response, but get the kind of 
response you want—inquiries from ex- 
ecutives who can close the deal at 
once! 


background 
Box 4041, ADVERTISING AGE, 

200 E. Ulinois St., Chicago 11, lil 
PERSONALIZED SERVICE 
Advertising-Promotion & Sales Managers- 
Copywriters-Account Executives-Editors- 
Artists-Merchandising-Research-Layout- 

Radio-TV-Production and Salesmen 
THE HONES COMPANY 
14 E. Jackson Bivd Chicago 4, IIL 
ADVERTISING REPRESENTATIVE 


For national magazine in Cleveland and 
surrounding territory Successful exper- 
ience in selling space in industrial publi- 


cations essential. Salary and expense al- 
lowance. For early interview give full in- 
formation in confidence 
Box 4043, ADVERTISING AGE, 
200 E. Illinois St.. Chicago 11, Il 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS—REPLACEMENTS 
209 S. State St Ha 7-2063 Chicago 


Mail order space salesman for Chicago 
territory who knows the business and 
appreciate a real opportunity 
Box 4042, ADVERTISING AGE, 
11 E. 42nd St.. New York 17, N. ¥ 
MALE COPYWRITER who would like to 
live year ‘round in sunny Miami wanted 
by national Transportation and 
or airline background a MUST. Write 
full particulars: experience salary 
expected, etc 
Box 4034, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill 


can 


agency 


age 


SPACE REPRESENTATIVE 


Young Salesman for several established 
farm publications midwest territory. Must 
be aggressive and a hard worker. To such 
a man this should be a profitable posi- 
tion. Write stating age and background 
Box 4046, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill 


POSITIONS WANTED 
UNUSUALLY VERSATILE 
WRITER AVAILABLE 
For executive position. Can bring to you 


a wealth of creative know-how, plus a 
solid both feet-on-the-ground approach 
Agency-advertiser, freelance background 
copywriter, copy chief, syndicated news 
paper feature, radio dramatist with day- 
time shows in top ten. Accustomed to 
heavy responsibilities. Ideal department 
head, producer, editor. Don’t drink, hap- 
pily married, 50. Now serving most unique 


advertiser of kind with ideaful copy that 
outsells all competition. Will make change 
only to position where ability and loyalty 


are appreciated. Asking top money. Dis 
count to West Coast 

Box 4037, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, lll 

ASST. FOR EXECUTIVE 

Young woman with excellent background 
in adv., pub. and sales seeks change. Acc. | 
to heavy responsibility. Able to organize, | 
plan promotion, write copy 


Box 4047, 
200 E 


ADVERTISING 
Illinois St., Chicago 11 


AGE 
Il 


Advertising Age, October 1, 1951 


! A GOOD RIGHT HAND 

Now ass't acc’t exec. for medium-sized 
Chicago agency. 6 years extensive back- 
ground in all phases of agency operation 
Have handled nat'l accts. billing 2 million 
dollars annually. Young (28), personable, 
married, college. Will make a very ca- 
pable right hand man for some acct. exec 
or ad manager 

Box 4045, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill 
SPACE SALESMAN N. Y. & East. 20 years 
experience trade and consumer publica- 
tions. $10,000.000 man, now employed, of- 
fers his resultful services to an enterpris- 
ing publisher on an initial $5,200.00 a year 
basis until his productive ability is spe- 
cifically established 

Box 4036, ADVERTISING AGE, 
E. 42nd St., New York 17, N. Y¥ 


MARKETING EXPERT SAYS 

ITS TIME FOR A CHANGE 
No later than January First I want to 
change my Branch Managership position, 
| for one that offers a challenge. Age 40 
present association in food field 

Box 4035, ADVERTISING AGE, 

200 E. Lilinois St., Chicago 11, Ill 


il 


ACCOUNT EXECUTIVE 
| Now in D. C. desires relocation in either 
N. Y. or Detroit area. Exp. in all phases 
of agency operation. 5', years general and 
technical. Married. 27. no children. 
Box 4038, ADVERTISING AGE, 
11 E. 42nd St., New York 17, N. Y. 


Graphic arts executive available. Over 20 
years experience in offset lithography 
| and photo-engraving. Capable of instal- 
| ling and operating complete photo-engrav- 
| ing or offset printing plant 
Box 4039, ADVERTISING AGE, 
| 200 E. Illinois St., Chicago 11, Ill 


CREATIVE INDUSTRIAL EXECUTIVE 
Rich experience in catalog and magazine 
|} planning and production. 3 years in big 
agency. Strong on type and common sense. 


| Box 4040, ADVERTISING AGE, 
ll E. 42nd St., New York 17, N. Y 


ACCOUNT EXECUTIVE AVAILABLE 
| Alert idea man, solid agency know how 
| plus market research study, can frame 
basic campaigns. Experienced in new bus- 


ness solicitation in widely diversified 
fields. Seeking long range stable oppor- 
} tunity 
Box 3970, ADVERTISING AGE 
| 200 E. Illinois St., Chicago 11, ll 


Phone L. 


EXECUTIVE SALESMAN 


FOR 
CHICAGO 


Substantial income selling creative litho and 
permanent type displays to national advertisers. 
Great opportunity for right man with graphic 
arts background in sales, merchandising or ad- 
vertising. Established clientele plus large assign- 


ment of accounts, 


A. Sauer 


DISPLAY CORPORATION 


521 Broadway 


Broadway 6-9222 


Milwaukee, Wisconsin 


in famous... 


ATLANTIC CITY 
Millions 


MAXWELL DISPLAYS 


Se 


POSITIONS WANTED Continued 
TV/Rad. com'ls by vigorous young (4A) 
copyw. Ww fresh approac h. Will pick and 
push your LA spots if desired. 26, 325 
N. Oakhurst Dr., Bev. Hills, Cal 

MISCELLANEOUS 

A GUIDE TO ART PRICING 
38-page Illustrated Manual for determin 
ing cost of Advertising Art; Straight for- 
ward; Up-to-Date Reliable; in Easy-to- 
Read form - a necessary working tool for 
Everyone in the Graphic Arts Industry 
$2.00, Postpaid. Roy Jacobs, Box 162, 
Wash. Bridge Station, New York 33 
SPECIAL PROMOTIONS, PUBLICITY 

AND PUBLIC RELATIONS 
programs thoroughly organized, firmly 
established. Now scheduling 4-12 week 
domestic and foreign assignments. Ben- 
ton Business Bureau, Morristown, N. J 


YOUR CLASSIFIED 
ADVERTISEMENT HERE 
WILL GET RESULTS 
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PUBLISHER’S ADVANCE SPECIAL ISSUE 
SCHEDULE 


Fill in and return immediately to 
HORACE A. LANEY, Advertising 
374 Delaware Avenue, Buffele 2, N. Y. 


The foliewing chert indicetes ow editorial end publishing pions involning specie! isever throvghou 1957 


hwee | ‘Wher the hell else 
+— _ —f 
—_ — © —__—______—_-4 
| 
a . S 
4 
| 
——— 


* Hf published week!y oF semi.monthiy, give exect date of special issues 


* Advise if specie! isswes require mechonical treatment or premium votes. 


Publiconon 

Sgred by 

Dete. 
SMOOTH SCHEDULING—Horace A. Loney, Advertising, Buffalo, has solved its 
problem of last-minute insertion date juggling to fit in with conventions, annual 
buyers guides, directories, shows and special editorial content devoted to particular 


markets. The agency hos mailed printed forms to publishers asking for their ad- 
vance special issue schedule. 


Huber Adds Forum Theater 
The 1,800-seat Forum theater, 
y TOP-NOTCH Los Angeles, has been added to 


the group of 18 legitimate thea- 


AGENCY ters whose program books are put 


out oy John F. Huber, publisher 


EXECUTIVE of the Los Angeles Playgoer. The 


Circle and Harout’s Ivar theaters, | 
both in Hollywood, were recently | 


With Outstandingly added to the list. 
Successful Experience || Gotham Names Egan 
In PROPRIETARIES J. W. Egan, formerly v.p. and | 


advertising director of the Toledo 
Blade, has joined Gotham Hosiery | 
Available When Right Co., New York, in the new post} 
Opportunity Presents Itself of merchandising research direc- | 
> | 

(Preferably In Midwest) oe. 


Prolific idea man with emphasis | 
sho hi p. U 1 fl f | 
psc proprietary crea UNUSUAL 
h h i he bell! 
epproaches that ring te bel |! OPPORTUNITY 


Can fit in practically every phase 


of agency operation . . . from for Major Appliance 
Administration to new business || 


solicitation . . . from framing || Merchandising Planner 


complete basic campaigns to pinch | | and Writer 
) hitting for Account Executives. oe 
Personable, capable, works well || Frigidaire Division of General Motors 


has an opening for a man to assist 
in planning and writing practical ma- 
jor appliance merchandising programs 


with Top Management. Wears 
well as evidenced by servicing 
same accounts up to 14 years. | for department and furniture stores. 
Merchandising groups respond He should have a background on 
actively to his contagious en- | major appliances with stores of this 
thusiasm. type or with an appliance manufac- 
His direct-action thinking . . . turer. He must hove unusual ability 
his aggressive sales promotion | 9% 9° creative planner and writer. — 
. are patterned for tough sell- |) Applications will be held in strict 
ers’ markets. He is responsible || ‘onfidence; personal interview by ap- 
: : : : pointment only. Write, giving an out- 
for humanized campaigns boa wide- || line of your experience and personal 
ly diversified fields—tangible and || packground, together with a late 
intangible—that pay off at the photograph or snapshot, to Ellsworth 
cash register. | Gilbert, Manager, Sales Promotion 
and Training Department, Frigidaire 
BOX 7927, ADVERTISING AGE Division, General Motors Corporation, 
200 E. Illinois St., Chicago 11, Ill. 300 Taylor Street, Dayton 1, Ohio. 


We need a gal with a flair for fash- 


. . ion! Write copy, do rough layout. 
Do You Need This Kind Write and tell us why you would 
of Ad Experience? jlike to join the biggest firm in its 
field. 
CONTACT Major national accounts. Box 7974, Advertising Age 


CREATIVE With top flight N.Y. 11 E. 47th St.. New York 17, N. Y. 


and as branch copy chief. 


UNIQUE DESIGN 
PLANS PRESENTATIONS RESEARCH of creative and selling talents. Currently heed 
Y 


of TV/Radio dept. in well-known N 
SALES MEETINGS—Married, age 37. | axency. Also outstanding record as AE and Nee 


Business man. A seasoned. successful and versa 
tile agency man (age 37). strong on creative 


ideas and und yver-all planning. If your 

Box 7970, Advertising Age, agency is eolidiy established but hes worlds still 
to conquer, this may be the added fire power 

200 E. IHlinois St., Chicago MW, Ml. lee need. Box 7973 adgerusing Age. 11 E. 42nd 


New York 17, 


Young & Rubicam Shifts 
Three Radio Executives 

Continuing the reorganization 
of its radio-television department, 
Young & Rubicam, New York, has 
promoted three executives. David 
Miller, v.p. and general counsel 
of the agency, was named director 
of operations. 

V. P. David Levy has been ap- 
pointed executive assistant to Ev- 
erard W. Meade, v. p. in charge of 
the department, while Rodney W. 
Erickson, supervisor, has been 
named manager of contact service, 
a newly created post 


Lethen Joins CBS Radio 


Edward F. Lethen Jr., who was 
with Macfadden Publications for 
16 years, has joined the network 
Sales staff of CBS-Radio as an 
account executive. Until recently 
he was advertising director of 
True Story Women’s Group of six 


magazines. 
' 


| Hessian Textile to Grady 


Hessian Textile Co., New York, 
has appointed Robert B. Grady 


Co. to handle advertising for Mike 


cotton canvas. 
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Collier's for Action 


SMALL FRY BRING 
BIG FOOD SALES 


in 
Pacific 
Northwest! 


You don't have to be reminded that the quic ke 
est way to a family’s kitchen is through the 
ears of its youngsters. 

But maybe you didn't realize that KEX prot 
grams have such a tremendous hold on the 
ears of the Pacific Northwest's toddler through+ 
teen set! 

Just consider these pornts 

e With one announcement on Uncle Bob's 
‘Squirrel Cage,” Blue Bell Potato Chips sold 
out its entire ge of a brand new product, 
“Wafllets.” 

e With the aid of three times weekly participa 
tions on Merrie Virginia’s “Merrie Circle.’ 

Grandma Cookie Company expanded sales so 
greatly that a new plant had to be built to 
handle increased volume. 

e With beth Uncle Bob and Merrie Virginia as 

in-person attractions, Portland's Jantzen Beach 
drew its all-time record juvenile crowd of 
19,000 bovs and girls! 
Better yet this kind of support be hind your 
sales in the Pacific Northwest! Ask KEX or 
Free & Peters for information on KEX’s stellar 
line-up of juvenile attractions.. a series of 
shows that keeps ‘em listening every week 
day afternoon. 


K » X PORTLAND 
OREGON’S ONLY 
50,000-WATT STATION 
ABC AFFILIATE 


Westinghouse Radio Stations Inc 
KYW KDKA WBZ WBZA WOWO KEX WBZ-TV 


National Representatives, Free & Peters, except for WBZ-TV; for WBZ TV, NBC Spot Sales 
RADIO — AMERICA'S GREAT ADVERTISING MEDIUM 
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PHOTOGRAPHIC REVIEW OF THE WEEK 


ie 4 2 
+ “oe 
“ . 


JANTZEN MODELS—Mayer Monroe (left), Jantzen v.p. and style 
Bevelopment director, and R. M.*McCreight, Jontzen v.p. and 


general sales , view c 


pany’s new swim and sun wear 
line at Jantzen’s recent internati | sales 


i t 
UNUSUAL CUSTOMER—Harpo Marx, the brother who doesn't talk, 


is now ap- 
pearing in a series of one-minute commercials for Meyenberg Milk Products Co., 
producer of All-Pure vacuum packed evaporated milk. Here he pantomimes the 
eager customer who has been sold on the milk’s superiority by glamorous demon- 


STOUT FELLOWS-—Enjoying a Guiness stout-tasting session in New York are (left 

te right) Denis L. Regan, ad manager of Collier's; J. C. P. Anderson, v. p. of Arthur 

Guiness Son & Co.; W. Miles Cary Jr., company president; and Will A. Foster, ad 
manager of the cheese division of the Borden Co 


pees ae 
; * 
Cee ed 
i, Ls 
ANA FACES—(') Here's Assn. of National Advertisers brass, old and new: (I. to r.) Wesley I. Nunn, Stand- 
ard Cil of Indiana, new chairman of ANA; Albert Brown, Best Foods, retiring chairman, and J. Ward 
Maurer, Wildroot Co., new vice-chairman; (2) A. W. Lehman, Advertising Research Foundation (which 
announced it will now admit media at the ANA meeting), and A. J. Housman and C. G. Ollinger, both 


of National Carbon Co.; (3) At a time-out, William N. Connolly, S$. C. Johnson & Son, talks to Frank 
Morris, Plough Inc.; George Witherell and Mike Batenburg, both of Pittsburgh Plate Glass, ond J. C. 


CONVENTION CONFAB— Exchanging ideas at SNPA Hot Springs 
convention are (left to right) C. H. Bryson, Southwest Dailies, 
Oklahoma City; B. F. Forgey, Independent, Ashland, Ky.; Rex A 
Justus, Tribune and World, Tulsa 


strator, Kathleen Hughes. The spots were produced by Filmcraft in Hollywood, 


for J. Walter Thompson Co. First showi in a i 


for Chicago. 


pcign are scheduled 


State, Columbia, S. C.; Fiske Lockridge, Katz Agency, Chicago; 
Dave Rutledge, Kotz Agency, Dallas; William J. Hearin Jr. 
Press Register, Mobile, and Charles P. Manship Jr., State-Times 


J. M. Blalock, Record and and Advocate, Baton Rouge. 


Plunkett, Columbia Southern Chemical Corp.; (4) Horace S$. Schwerin, Schwerin Research Corp., with 

Ralph C. Robertson, Colgate-Palmolive-Peet Co., and Russell Ziegler, Cluett, Peabody & Co.; (5) Edward 

G. Gerbig, of Johnson & Johnson, talks to A. S. Dempewolff, Celanese Corp., and W. H. Collins, Dravo 

Corp.; (6) photographed in the lobby were Raymond Mee, Westclox division of General Time Corp.; Ray 

—— Lennox Furnace Co.; John T. Morris, F. & M. Schaefer Brewing Co., and Val Schmitz, Blatz 
wing Co. 
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Under the Big Top “The Greatest Show on 


Earth” 


provides dramatic proof that basic human behavior does not change 


Hear the crowd gasp as the trapeze artist swings 
through the air. Watch tense faces relax when the 
danger’s over. No wonder that aerial thrills with 
their emotional tug at the heart strings have always 
been a circus feature. 

The Big Top offers many examples of showman- 
ship, but none is half so significant as this constant 
proof that basic human behavior does not change. 
People still shiver and shout. laugh. gawk or clap at 
the timeless appeals of the cireus—and their response 
to advertising is no less certain when the right ap- 
peals are used. 

Throughout the years, the one trait that has al- 
ways identified advertising prepared by Ruthrauff 
and Ryan has been its ability to probe beneath the 
external differences between individuals until it 
reaches the fundamental level of common human 


OT) HRAUTF & RYAN INC. 


CINCINNATI * DALLAS + DETROIT *« HOLLYWOOD + 


HOUSTON - 


desires that motivate people to wish, to want, to buy. 

This knowledge of human behavior is a heritage 
of our earliest days as a mail order agency where 
every insertion had to pay its own way. It proved its 
value anew during the lean years of the early thirties, 
when this agency had its greatest growth, as sales of 
Ruthrauff and Ryan clients continued to climb 
against the depression tide. And today our creative 
staff is no less adept at touching upon the responsive 
chords of human emotions that keep the cash register 
ringing—as the chart at right shows. 

Few agencies have so consistently practiced the 
philosophy that successful advertising must not only 
move people but move merchandise 1s well. Ask us 
how “The Basics of Mass Action” can be applied 
to your advertising to make your advertising dollars 
profit dollars. 


NEW YORK - CHICAGO 


NEW ORLEANS + ST PAUL «+ ST.LOUIS + 


Ruthrauff & Ryan 


Percentage yearly increase since 1946 


T 


| 


se 


wa 


on 


wae 


1950 


Every year in our 39 year history our billings 


have increased. This chart shows only the nota- 
ble post-war progress. It is a direct reflection 
of the consistent success of RER clients whose 


sales continued to improve, 


de spite the un- 


certainties of post-war marketing conditions, 


SAN FRANCISCO + 


SEATTLE 


MEXICO CITY 


TORONTO 
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Cott, Johnston Warn That High TV Costs 
May Force Local Accounts to Drop Medium 


Rising 
away 


PHILADELPHIA, Sept. 25 
television costs may chase 
local advertisers. 

This point was made here last 
Thursday night by Ted Cott, gen- 
eral manager of WNBC and 
WNBT, New York, and Russ John- 
ston, v.p. in charge of radio and 
TV for Ward Wheelock Co., Phila- 
delphia agency, speaking at the 
opening fall meeting of the Tele- 
vision Assn. here 

They also criticized advertisers 
who have cut down radio budgets 
in favor of TV, without paring 
other media budgets 


| ‘SIGNS OF LONG LIFE” 


| FOR QUANTITY BUVERS | 
| THE ARTKRAFT® SIGN CO. | 
} Division of 

900 Kibby St. Lime. Orie, USA | 


“Watch whether television 
doesn’t chase local advertisers off 
the air,” Mr. Cott warned. “If you 
freeze out small advertisers, it may 
come to the attention of the Fed- 
eral Communications Commission.” 

He suggested that TV stations 
“break down their programs into 
small units” to allow local adver- 
tisers to use it. If stations do that, 
he said, they “will come out with 
a big profit.” 

Mr. Cott warned that TV 
stations must not sell against radio. 
Television should avoid such “fra- 
tricide”’ and should “let radio con- 
tinue to grow.” he urged 


also 


e Mr. Johnston said no one knows 
whether television networks can 
operate as economically from a 
profit standpoint as AM nets 
“The advertiser is worried about 
television because he doesn’t know 
how high time costs will go and 


where money will come from to 
pay for the high costs,” he pointed 
out. “The tendency has been to 
trim radio for television. This is 
completely wrong, since the radio 
audience suffers also from it. 
Basically, it is wrong to cut radio 
and allow other media to go un- 
touched.” 

He said radio was sold out by 
the networks in their anxiety to 
sell television and also was sold 
short by AM affiliates who own 
television stations 

“Radio stations have awakened 
to the fact that advertisers are 
giving up 70% of a listening audi- 


= 


ence who do not receive televi- 
sion,” he added. “I don’t think 
television will kill radio. Televi- 


sion probably will be another me- 
dium, that’s all.” 


Names Hulme Press Officer 

Al Hulme, advertising manager 
of the Leader-Post, Regina, Sask.., 
has been appointed press liaison 
and information officer in the Re- 
gina area during the forthcoming 
royal visit. 
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ARF Reconstituted 
to Broaden Activity 


New York, Sept. 26—Advertis- 
ing Research Foundation has been 
reconstituted to broaden its activi- 
ties and research facilities. It will 
become a tripartite organization 
for advertisers, agencies and me- 
dia. 

Under the reconstitution, ef- 
fected through revision of its by- 
laws, advertisers, agencies and 
media may now join ARF indivi- 
dually as participating subscribers. 

Previously, the foundation was 
iointly sponsored by the Assn. of 
National Advertisers and Ameri- 
can Assn. of Advertising Agencies. 
3oth associations have now be- 
come founder subscribers. 

The change in the organization’s 
functions and services was an- 
nounced here today by H. M. 
Warren, ARF board chairman, at 


—\ | i 


— 
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Whether it’s children’s text- 
books or annual reports, brochures or 
cookbooks, manuals or broadsides, you 
can depend on outstanding results 
when Forbes does the work. Unique 
facilities in lithography, letterpress, 
rotogravure, and die stamping . 
under one roof and one-management 


control 


merchandising effectiveness in all fields. 
To get the Facts from Forbes, call the 


Man from Forbes. 


FORBES 


LITHOGRAPH CO., BOSTON 


Daetwers Merchandising impact \  , 


+ SUPPORT YOUR TUBERCULOSIS ASSOCIATION + 


are combined with long ex- 
perience and continued study of printed 


CLevtiane 


_all 


\ WIAA 


SSA 


at the Thirteenth 


the Second 


re //| WS “\\ . 


Annual 


Bookmaking conducted by the Chicago Book Clinic 


tion Series, 


Halk 


eM qt r> UD Wa if ( 


Exhibition ot 


yo 


They're growing halos since we got those new Scott, Foresman books: 


THESE PRIZE-WINNING TEXTBOOKS were engraved, 


printed and bound by Forbes. Thev were given top recognition 


Textbooks ot the 


Year conducted by the American Institute of Graphic Arts 
The book at the lower right received an additional award at 


Annual Exhibition ot Chicago and Midwestern 


The 


books are published by Scott, Foresman and Company as part 


ot The Basic Language Program ot the Curriculum Founda- 


Lo 


the 42nd annual! meeting of ANA. 

Functions of ARF have been 
expanded so that it can perform 
five major services: 


es 1. Supervise the conduct of re- 
search studies that are of general 
interest to subscribers. 

2. Review and appraise media 
research reports for the exclusive 
benefit of subscribers. 

3. Make general advisory facili- 
ties available to media subscribers. 

4. Supervise in complete detail 

and validate media studies, as it 
does at present. 
5. Perform other functions ne- 
cessary and proper to further 
scientific practices in advertising 
and marketing by fostering vre- 
search. 

The reconstitution of ARF marks 
the culmination of more than a 
year’s work by the directors, Mr. 
Warren said, and emphasizes the 
need for more and better research 
in advertising. 


s Since 1936 ARF has provided 
approximately $1,500,000 worth of 
validated media research, it was 
pointed out, including the follow- 
ing: 

Newspapers: 143 daily and Sun- 
day newspaper studies. Transpor- 
tation advertising: surveys in 13 
U.S. and three Canadian cities. 
Farm publications: 14 media 
studies and four analytical bullc- 
tins. Business papers: four publi- 
cation studies and an executive 
management publication. Maga- 
oe. audience study of 11 
Canadian magazines. 

Because ARF has not had funds 
available to meet demands for 
advertising research of types other 
than its continuing readership and 
audience studies of printed media, 
it was necessary to reconstitute the 
organization to enable advertisers, 
agencies and media to become par- 
ticipating subscribers. Subscrip- 
tions will be used to help defray 
the cost of providing “other types 
of information essential to the im- 
provement and advancement o! 
advertising.” 


a. 


@ Last vear, it was pointed out, 
national advertisers spent more 
than $1.65 billion in major media 
These media, in turn, spent several 
million dollars in research to por- 
tray their audiences and their re- 
sponsiveness as markets. 

ARF now plans to supply coun- 
sel and leadership in the planning 
and evaluation ot sucn s.udies 
This will not conflict with opera- 
tions of private research organiza- 
tions, it was emphasized. Instead, 
by stimulating interest in research 
and awareness of the need for ob- 
jective and impar.ial approach, 
ARF’s broadened program, it is 
believed, will result in more activ- 
ity for independent research com- 
panies 

In addition. ARF will rende 
advisory opinions to media on the 
scope, objectives, reliability and 
adequacy of their proposed re- 
search studies in advance of a me- 
dium’s expending research funds 
At the request of any individual 
subscriber, ARF will appraise any 
media study which in its opinion 
is of major importance, and it will 
make the analysis and appraisal 
available, without charge and on 
a confidential the sub- 
scriber or subscribers requesting it 


basis, to 


@ The foundation will continue 
to supervise and validate major 
media studies which are acceptable 
to the board of directors as being 
in the industry’s general interest 
Of importance in this connection 
is that under the new program 
such media siudies may emanate 
from any medium, printed or 
broadcast, and will not be re- 
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DRAW ONE—The October advertising campaign of the Genesee Brewing Co., 
Rochester, N. Y., will promote draft beer. Nine hundred 24-sheet posters in New 
York state will be used to feature the Genesee red tap knob. 


stricted to the readership pattern 
alone. 

The reconstitution opens the 
way for ARF to explore many im- 
portant research areas. An abbre- 
viated list, presented at the ANA 
convention, of subjects that could 
be explored includes: 

A series of studies of how peo- 
ple spend their time in relation to 
advertising. 

Studies aimed at reducing the 
cost of probability sampling. 

A manual of informal interview- 
ing methods that have been used 
in depth interviewing. 

An exchange of opinions and 
experiences in the use of sound 
recorders as an interviewing de- 
vice. 

A study of relationships of ad 
ratings and coupon returns. 


@ The financing of ARF's ex- 
panded activities was outlined as 
follows: 

“1. The cost of supervising and 
validating media studies, includ- 
ing the writing and publishing of 
reports, will continue to be paid 
by the medium requesting the 
study. 

“2. Advisory opinions will be 
rendered to media on a per diem 
cost basis. 

“3. Cost of making appraisals 
will be defrayed out of subscrip- 
tions 

“4. Cost of small experimental 
studies done in the industry’s in- 
terest and initiated by ARF will 
be paid for out of subscriptions. 
Larger studies will be financed by 
special underwriting.” 


@ The new ARF board of directors 
will be composed of four adver- 
tiser members appointed by ANA; 
four agency members appointed by 
the Four A’s; eight members 
elected by the regular subscribers 
(other than founder subscribers) ; 
one immediate past chairman, and 
a president. 

Subscriptions for regular partic- 
ipating subscribers—advertisers, 
agencies, and media—range from 
$150 to $2,000. Subscription rates 
depend on advertising expendi- 
tures, agency billings, and income 
from sales of advertising space on 
time. There are six classes of sub- 
scriptions within each of the three 
groups. 

Subscriptions for the founder 
subscribers are $7,500 each, and 
both ANA and the Four A’s have 
paid their first annual subscrip- 
tions 


Fashion Division Enlarges 

With the recent acquisition of 
several new accounts, the Muriel 
Johnstone fashion division of Mo- 
rey, Humm & Johnstone, New 
York, has moved to larger quar- 
ters in the Time-Life Bldg. All 
other divisions of the agency re- 
main in the Empire State Bldg. 


Risman Named Roizen A. E. 


Robert S. Risman, formerly ad- 
vertising manager of Your Host 
restaurants, Buffalo, has been 
named an account executive with 
Roizen Advertising, Buffalo. 


Allied Florists Names R&R 

Ruthrauff & Ryan, Dallas, has 
been appointed agency for Allied 
Florists, Dallas. A newspaper cam- 
paign will start shortly. 


Dover Stamping to Lloyd 


Lloyd Advertising, Boston, has 
been appointed agency for Dover 
Stamping Co., Fall River, Mass., 
manufacturer of metal houseware 
and service station equipment. 
William B. Remington Inc., Spring- 
field, Mass., is the former agency. 
Other recent Lloyd appointments 
are Medwed Footwear Co., Skow- 
hegan, Me., and Eastland Shoes, 
Freeport, Me. 


RCA Promotes 45 RPM 

RCA Victor Division, Camden 
N. J., used 1,200-line ads in news- 
papers across the country Sept. 10 
to promote its 45rpm phonographs 
and records. A bonus offer was 
made of $6 worth of 45rpm records 
with the purchase of a table model 


instrument which includes 45rpm 
playing facilities. Magazine ads 
are appearing in Sept. 25, Oct. 23, 
and Nov. 20 and Dec. 18 issues of 


Look and in the November For- 
tune and December Esquire 
J. Walter Thompson Co., New 


York, is the ageney 


Two Join Diebold Inc. 

Frank Grosjean, formerly with 
Beaumont & Hohman, Cleveland 
and Roderic Saunders, formerly 
an advertising artist with the 
Cleveland Press, have joined Die- 
bold Inc., Canton, O., manufactur- 
er of bank vaults 
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The second step that leads to sales... 


They saw your ad and liked what it said. 


They’re sold on your product and want 


to buy. Now they’re ready for the second 
step .. . to find out WHERE to buy it. 


9 out of 10 shoppers refer to the ‘yellow 


pages’ of the telephone directory for buy- 


ing information. You make buying easy 


for them if you provide a list of your 


FOR FURTHER INFORMATION, 


“MERicas BUYING GU 


dealers to choose from. And you do just 
that when you use Trade Mark Service... 
display your trade-mark or brand name 


over a list of your dealers in the ‘yellow 


pages.’ 


Isn't it a good idea to help your pros- 
pects take the steps that lead right to 


your dealers? 


DE FOR OVER 60 Yeap. 


CALL YOUR LOCAL TELEPHONE BUSINESS OFFICE OR SEE 


THE LATEST ISSUE OF STANDARD RATE AND DATA 


OM ee Me Rt Ra ee eee a Ea See 2) ie Se ha ane y 
a . = - ‘ ry . . . too ee 

Bass. 

oe = 

Advertising Age, October 1, 1951 67 Jee 

Fag ee oe 

’ he: 3° 

WV TT) FE a Hs 

; ‘ “| . eer 

. d Pe ae 

+ andl a | —— ec ee - oe a a 

bk P P ae ny 

-= a aun Oe eee i8 

ae ui-teaniost qantas age 

: sin te | USE -U Letter aS 

. get los e888 Se 

. cards really i. But we We) 

BREWED At and Dry +0 sarisry 4 AM/o Reply tot morning Ol LETTER! ae 

rami <o REPLY- Yee ** oe te 

R Prat hopper “4 in) reply - (ohn hes * 

vat” ready filed et. Thot i Cc aie 

| The (ol jusive pockel: o : i 

in on exclu he messoge- - — @ a ae 

a — ; mays mn sos wh oes een ie 

oe ans ' i. . ° 3" so SES de 

ee ‘ } at get better rotenone against : ae eaee 

om i 

, CAN Test REPLY-OLF For instance’ i 

— best returns. + gift me 

= ao ete Ot” a 

S erence 0 OO tees ok’, 

PPS i Se 

- Sia 

= Fe 

re->, 7 

Send tor er 

a | od ate 

——— COO wae 

: . i) i et entd 3 

j a pelle of | a (Kee “— ay 
| we ep a . -« as 

> oa ? : : zy -. a sae = wy — , | haga 

= eet ” ae & ¥ mony — sg aoe. 

| mee .. ih | ‘ik e i a Gg fe 

ee a ee — . = 

ee ae ‘ee ee ites 2 edi, on. 7 a 

oa a ae — ale = + i a 

ae —. — i a aa ae 

wee ms “ty [a spout) | ae te ae es a 

‘nae ea : — Ul ae pina i a — 2< e a 

een eal <a _ ao oe 

bo gs —_ va a : ee Gees —_— ¥ ak | «CS 

a ee te, ‘Sawer os es ee .. a : a 

a ie Bots my is eae aes ere. = «% ee 

> Sie. 7 ae s i ra a a P . . ~ ! Bas 

Pe eile i Sls oF ~ ‘ a . c oon Bu see er = \ ; \ \ a a 

es < < i FN . 

\ Se tae aa eg ee aS ce. Se is ‘ a < Ne uN \! ee Ma 

a aan ie . ere Sb ‘ ~ ‘ Mead ao" ——_ ‘ee a 

- fie a ; 2 ie A Pe . S&S — RE Tl m) \ ‘ * . : ae 

‘ , 7 ins Bu eee Pe \ 7 : hee \ oa. | Ye e E: ee 

eee ate ia Fe NS ager ae Pas : ‘ \ Te 

lll \ . is a oF a © ae mS 
ee ll Ratt eae ’ \ —. : nal 

a i ti , ? \ X ‘ we : ye SF 

se é ee ee et \ Ns Sa. ok a wn iar 

re ee ee ae ae Re Lean \ vai \ SNR, . o Ses . es 

pees Pee seo : ; » - AS » Brey 

st tee =<¢ oe eee cae i a} ‘ \ \\ \ “8 we ao . | re 

ee ‘ eae e \ ~~ Ee ok ww gs apg 

ae.  * on ba \ >a , eet A oe * m » ang 

a ie Se ie? aes \ > , N wy A cer ey 

“a Be a ee 4 _ > aA "Si es. 

1 ol oe, Z al « May ee ee Poe we c. a ae 

Ee aS an a ae Sty ot , See Bin 

‘aa 2 te ode es, pe iy AY Qt = * ai “aN - ne ae 

= —— bret: : yl » . Se ey ‘ay 

—— ry IN mah. ‘ . PS \ 5 aa 

~ “ag : ioe eee A » _*, ae aie iY : t at 4 As am 2 

—— 866s |. 5 teas : . Xo SN ae: 

pe Se re  £ Ob% ed x é. end fia a : * \ a yw ee, = 

eee d wre pT Se Re al et. 

. 4 Aw © iA on 
aos 

© ua 

fot Say, 

@ Re 

Ma 

nee. 

5 Mile 

5 

a * x I 

he 

| ee 5 

r eS 

Te 

ae ie 

jee 

om w =o 

es ee +e 

z = 

r og td” 

Ss =, ih 

Fi le ee Sau 

® t | re 

7" > “2 p/ ‘ aC, 

‘ Sina 
ge 2 

4 — | : : here 

+ 28 . ants a ae i oe |! + ae Cee oe ae fee Ok ae . #s oS err a se ’ ioe ewes ce mel A Nake ag 


~S 


68 


Government Reviews 
National Income of 
U.S. for 21 Years 


WASHINGTON, Sept. 26 
bution of manufacturing indus- 
tries to the total national income 
has soared more than 25% since 
1929—-from 27% to 3414%4% last 
year. 

This 


closures 


Contri- 


and other significant dis- 

are made in “National 
Income and Product of the United 
States 1929-1950,” supplement to 
the “Survey of Current Business,” 
published monthly by the Dept. of 
Commerce 


THANK YOU 


For Enabling Us To Move To Larger Quarters 


e 
130 Flatbush Ave., Brooklyn 17, W.Y. 
New Phone — ST erling 9-8003 


| M. VICTOR © ADDRESSING SERVICE 


Capable of Handling Unlimited Quantity 


An abundance of statistics and 
analyses pertaining to the econom- 
ic growth and realignment of the 
U. S. is contained in the 216-page 
report, first since 1947, which im- 
proves on the last edition by going 
into the sources and methods un- 
derlying its statistics and includes, 
in addition, “a review of changes 
in national income and product 
since 1929; series on gross national 
product in constant dollars for the 
years 1929-50; and a complete set 
of statistical tables for 1929-50.” 

Copies are available for $1 from 
U. S. Government Printing Office, 
Washington, or from local Dept. of 
Commerce field offices 


Name Lockwood-Shackelford 

Flowers of Hawaii and Hamil- 
ton Diamond Co., both of Los An- 
geles, have appointed Lockwood- 
Shackelford Co., Los Angeles, to 
handle their advertising. 


Pasadena’‘s KALI Moves 
Station KALI, Pasadena, Cal., 
has moved to 758 E. Colorado Blvd. 


MARK REVERE FOUNDING—Revere Copper & Brass, 
climaxed sesquicentennial activities with a two-day open house held in Rome, N. Y., 
Sept. 8 and 9. On hand to mark the founding were, left to right, James M. Kennedy, 


maker of cooking utensils, 


v.p. in charge of the Rome division; Stanley J. Keyes Jr., executive v.p. of St. 
Georges & Keyes, New York, Revere’s agency; J. J. Russell, Revere president, and 
Norman A. Schuele, Revere advertising manager 


Colt's Names Hicks S.M. 
Milton E. Hicks has been named 


NBC Convention Date Set 
The fifth annual convention of 


domestic sales manager of the the National Broadcasting Co. will 
small arms division of Colt’s Mfg.| be held at the Boca Raton Hotel, 
Co., Hartford. | Boca Raton, Fla., Nov. 26-Dec. 1. 
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universally-popular duplicating process of F 
lar eahinw: demands a fast-absorbing 
paper that will give excellent results at high 
speed, For this reason, you can always be sure 
of a top-flight job when you specify oorw's 
Gronite Mimeograph. It 
rote appealing colors and con be printed on 


ht affords a choice of 


sides. without fear of show-thry. You 


i ith fidence...when you specify 
seocity ith Ss te bla — another quality 


paper from the versatile Sorg mills. “ 


Manufacturers of Printing and Specialty Papers > 


SALES OFFICES AND. REPRESENTATIVES IN 
NEW YORK. * 


BOSTON | 
ST. LOUIS + 


PHILADELPRIA * CHICAGO 


LOS ANGELES 


1 


| America, 


*Indicates first listing in this column 
Oct. 4-5. Continental Advertising Agen- 


cy Network, 19th annual meeting, Phila- 


delphia. 

Oct. 4-5. Export Advertising Assn., 3rd 
annual international convention, Hotel 
Plaza, New York 


Oct. 5-6. Pennsylvania Newspaper Pub- 


lishers’ Assn., annual convention, Penn 
Harris Hotel, Harrisburg 
Oct. 5-7. Second District, Advertising 


Federation of America, 
Wilkes Barre. Pa 

Oct. 7-9. Tenth District, 
Federation of America, 
ree Hotel, 


Sterling Hotel, 


Advertising 
Washington-You- 
Shreveport, La. 

Oct. 11. National Assn. 
Publishers, fall meeting, 
Country Club, Rye, N. ¥ 

Oct. 13-16. Mail Advertising Service 
Assn., 30th annual convention, Schroeder 
Hotel, Milwaukee. 

Oct. 15-16. Boston Conference on Dis- 
tribution, 23rd annual forum, Hotel Stat- 
ler, Boston 


of Magazine 
Westchester 


Oct. 15-16. Inland Daily Press Assn., 
67th annual meeting, Congress Hotel, 
Chicago 

Oct. 16-19. Affiliated Advertising Agen- 
cies Network, annual meeting, Sheraton 
Hotel, St. Louis 

Oct. 17-19. Direct Mail Advertising 
Assn., 34th amnual conference, Hotel 
Schroeder, Milwaukee 

Oct. 18-20. Pacific Council, American 
Assn. of Advertising Agencies, Coronado, 
Cal 

Oct. 19-20. Fifth District, Advertising 


Federation of America, Fort Hayes Hotel, 
Columbus, O. 

*Oct. 21-24. Screen Process Printing 
Afsn., third annual convention, Bellevue- 
Stratford Hotel, Philadelphia 

Oct 22-23 Agricultural 
Assn., annual meeting, Chicago. 


Publishers 


Oct. 24-25. Ohio Assn. of Broadcasters, 
fall meeting, Hotel Carter, Cleveland 

Oct. 24-27. Printing Industry of Amer- 
ica, annual convention, Hotel Statler, 
Boston 

Oct. 25-26. Audit Bureau of Circula- 
tions, annual meeting, Congress Hotel, 
Chicago 

Oct. 25-27. Advertising Typographers of 


25th annual 
Nacional, Havana 
Oct. 25-26 


convention, 
Cuba 
Central Council, 
Assn. of Advertising Agencies, Chicago. 
Oct 27-28 Intercity Conference of 
Women's Advertising Clubs, AFA, Tole- 
do, O 
Oct 
Assn., 


Hotel 


American 


28-31. Life Insurance Advertisers 
annual meeting, Williamsburg, Va 
Oct. 30-31. New York, New England 
and Atlantic Councils, American Assn 
of Advertising Agencies, Roosevelt Hotel, 
New York 


Nov. 12-13. First District, Advertising 
Federation of America, Boston 

Nov. 12-15. Financial Public Relations 
Assn., annual convention. Hollywood 
Beach Hotel, Hollywood, Fla 

Nov. 13. Michigan Council, American 
Assn. of Advertising Agencies, Detroit 


Nov. 18-19. National Business Publica- 
tions, annual meeting, Drake Hotel, Chi- 
cago 

Nov. 18-20. National Newspaper Pro- 
motion Assn., central region meeting, 


Edgewater Beach Hotel, Chicago 
Nov. 20. Controlled Circulation Audit, 
annual meeting, Drake Hotel, Chicago. 
Dec. 27-29. American Marketing Assn., 


winter conference, Hotel Kenmore, Bos- 
ton 

Jan. 20-23, 1952 Newspaper Advertis- 
ing Executives Assn., Edgewater Beach 
Hotel, Chicago 

Jan. 24-26, 1952. Advertising Assn. of 


the West, 
land, Cal 


midwinter conference, Oak- 


Jan. 25-26, 1952. Assn. of Railroad Ad- 
vertising Managers, St. Louis 

June 8-11, 1952. Advertising Federation 
of America, 48th annual convention and 
exhibit, Waldorf-Astoria Hotel, New 
York 

June 22-26, 1952. Advertising Assn. of 
the West, annual convention, Olympic 
Hotel, Seattle. 

June 29-July 2, 1952. National Indus- 


trial Advertisers Assn 
Palmer House, Chicago 


annual conference, 


New NIAA Chapter Formed 

A new chapter of the National 
Industrial Advertisers Assn. has 
been organized in Hamilton, Ont., 
and was officially chartered Sept. 
18 by Blaine G. Wiley, NIAA exec- 
utive secretary. It makes the 34th 
NIAA chapter. James H. Totten, 
advertising manager of Interna- 
tional Nickel Co., Toronto, and for- 
mer president of the Toronto 
chapter, is given credit for forma- 
tion of the Hamilton group. Offi- 
cers will be elected in the near 
' future. 


Butler to Open in Seattle 

Butler Bros., Chicago, operator 
of 164 retail stores, has leased a 
department store location in 
Northgate, Seattle, new planned 
shopping center. The store is 
scheduled to open early in 1952. 
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“The South’s phenomenal record of 
agricultural and industrial growth is 
an inspiring challenge to all Ameri- 
can business. The Southern states 
now represent greatly broadened 
markets which offer inviting busi- 
ness opportunities.” 


J. W. KEENER, Vice President 
The B. F. Goodrich Company 


“The tremendous progress of the 


, : rural South during the last five years 
“The South has come into its own. has created a rich market for appli- 


More than 85% of the South’s farms ances. The HARDER-Freez Divi- 
are electrified. The great advance of sion of the Tyler Fixture Corpora- 
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agriculture in the South has resulted 
in an enormous increase in farm in- 
come. Southern farmers have plenty 
of spending money. Living standards 
are getting better all the time. This 
is reflected in the increased sales of 


tion would scarcely consider any 
broad scale campaign of distribution 
without taking the rapidly-growing 
Southern rural market into complete 
account. The results of our advertis- 
ing in The Progressive Farmer have 


GEM DANDY electric churns ad- been highl tisfactory.”’ 
vertised in The Progressive Farmer.”’ wo a canis setae ty 
o he , President [ 


<> CHARLES R. REW, President Tyler Fixture Corporation 
‘, Alabama Manufacturing Company 


binge 


MORE THAN 1,170,000 
SOUTHERN 
FARM FAMILIES 


Is THE NEW SOUTH 
THAN YOUR PLANS? 


THE SOUTH is the fastest-growing big market available to adver- 
tisers today. Yet some companies still depend on incidental and 
inadequate advertising coverage to make their Southern sales 
volume keep pace with the South’s great progress. Here are three 
facts to remember in planning your Southern advertising: 


1—The South is a rural market. Advertising in urban maga- 
zines misses most of your best Southern customers. 


2—National farm magazines, geared to Northern agricul- 
ture, have limited circulation and influence in the rural South. 


3—The rural South reads and prefers The Progressive 
Farmer far above all other publications. 


It is easy to adapt your advertising plans to the big, new dimen- 
sions of the rural South as a market. Make sure your advertising 
list includes The Progressive Farmer. 


Advertising Offices: BIRMINGHAM+RALEIGH*MEMPHIS+ DALLAS 
NEW YORK *CHICAGO ¢ Edw. S. Townsend Co., San Francisco, Los Angeles 
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Publicatior 


August Advertising Pages and Linage in Farm Publications 


Ofticial Figures 


as Compiled by Farm Publication Reports Inc. 


is With an * report directly to ADVERTISING AGE 


Current Month 
Commercial Dis- 
play Excluds 


Advertising Age, October 1, 1951 


Current Month 
Commercial Dis- 
play Excluding 


Poultry, Classified Poultry, Classified 
Total Advertising, In Pages Total Advertising. In Lines and Livestock, In Total Advertising, In Pages Total Advertising, In Lines and Livestock. In 
Aug Aug. Jan.-Aug. Jan.-Aug. Aug Aug Jan.-Aug Jan. -Aug Lines Aug Aug. Jan.-Aug. Jan.-Aug Aug ug. Jan.-Aug. Jan.-Aug ines 
1951 1950 1951 1950 1951 1950 1951 1950 1951 = 1950 1951 1950 1951 1950 1951 1950 1951 1950 1950 
; Oregon Farmer 315 345 305.1 329.5 23,795 26,095 230,770 249,157 22,310 24,278 
Fou Magesines 5 427 386.7 4126 28.110 29.028 257.006 280,503 27.447 2u.saz _Orevon Grange Bulletin 148 122 URS 1085 15.134 13.788 127.788 «117/898 15,134 13.748 
apper rmer 7 7 2 7 
Capeer's Farmer ati G32 7253 7687 a5 49358 403219 522776 A796 Nees Pennsylvan a Farmer 35.8 258 3522 341.0 27.464 19810 270.411 261,931 24,256 16.985 
Farm Journal 66.0 685 7091 759.7 28,323 29.380 304.271 325.933 27.396 28.422 ZIilinois Edition 675 645 5686 5185 49,160 46.945 413, 377,376 43.672 41,251 
=ofarm & Ranch with Southern =Indiana Edition 66.9 64.5 563.4 518.5 48.706 46.945 410.176 377,376 43,218 41,251 
Agriculturist ; Average 2 Editions 67.2 645 566.0 5185 48.933 945 412.040 377.376 43.445 41,251 
Upper South Esition 33.3 — am -—_— +7 32° peated uh emg 16 4 —— Rural New- Yorker 214 208 2520 3049 16.781 16.278 197,561 2 13.729 063 
Lower South Edition — es — peed pasos af . 
Southwest Edition 345 —— 2573 —— 23866 —— 281.400 — 22441 —— [tah Farmer... 388 296 3723 237.0 29,345 22.346 «281.455 179,182 23.972 17.295 
Proar ' Farmer 
Zeolite baton 302 S22 SRG 2 MA Mant ee es wee se ames BSS GAS ESS A a am segues sae 
=Ga.-Ala.-Fla Edition 59.2 568 6214 6444 40.230 38,632 422.480 438,166 38.5 37,158 Western Farm Life 28.5 266 2708 2589 22.374 20842 212.221- 202.844 20.729 19.232 
=Ky.-Tenn.-W. Va i SHerdsmen Edition 205 168 233.0 214.3 16,055 13.158 182,666 68,005 5. 086 
ete 55.5 53.5 5855 610.8 37,742 36,361 398,180 415,302 36.191 34.855 Wisconsin Agriculturist’ 51.0 44.3 4245 402.4 39,998 38.752 332.888 315,546 39.325 33.880 
= Edition 584 536 5982 6168 39,732 36,420 406,745 419,338 38.171 34,673 Total Group 1,063.0 982.5 9,135.7 8,711.2 817.690 754,892 7,010,909 6.684.879 704.043 646.202 
Texas Edition 646 55.9 657.4 668.5 43.952 38.026 447,025 454.604 42.470 36.685 Iil:nois and Indiana editions not listed separately prior to April 1951. =Not included in totals. SThis edition also carries 
Averaye 5 Editions 57.6 54.5 609.7 633.5 39,177 7.089 414.583 430,787 37.608 35,587 al! linage appearing in Western Farm Life. 
Successful Farming 683 742 726.3 756.7 30.713 33,401 321,802 340.530 29.865 32760 ‘ . 
Total Group 300.3 305.1 3,157.1 3,331.2 171,972 173,256 1,790,881 1.900.619 167,112 168736 Bi-Weeklies 
=Not included in totals. 3Published only two editions in 1950, so comparable figures are not available pay se oe 65.7 51.2 522.0 490.6 49.655 38,709 394,618 370.939 47.604 37,176 
aliforma armer 
: =Northern Edition 46.7 415 4010 408.3 35.274 31,356 303,099 308.555 32,991 29,757 
Monthlies =Southern Edition 45.7 411 405.9 408.7 34.553 31.096 ‘852 308.965 32.186 29.077 
American Fruit Grower 12.6 13.6 236.2 2582 5,444 5.864 101,951 111.413 5,308 5,720 Average 2 Editions 46.2 413 4035 4085 34,914 31.226 ‘976 308.760 589 29,417 
=tAmerican Poultry Journal —“s os. 263 On ee ae See Se eee Dairymen’s League News 12.1 118 96.1 1050 8824 8,626 69.975 76.622 8119 7.978 
astern Editio 246 2 9 7 j ‘ 
Central Edition 204 214 2410 2731 8769 9193 103395 117130 7510 8135 oul ines in totals. Se eS a ee 
Western Edition 17.9 21.0 207.1 237.4 7,682 9.000 88,773 101889 6.760 8.161 
Average 3 Editions 21.0 22.5 247 3 277.3 5 338 9 os 106,284 1s 954 7.618 8.484 F ™ 
Arkansas Farm 113) 011.3 8 8.576 7 : 8,376 . P 
Better Farming Methods 27.7 29.7 305.0 3066 11884 12,733 130,797 131582 10908 12.478 arm Linage Trend Figures in Thousands 
Better Fruit 101 129 1457 1396 256 «= 5.432 59.395 59.150 4.256 5,432 
Breeder's Gazette 297 148 1868 1498 13.352 6,664 84,061 67.425 7.294 4.400 . 
Califorma Crtrograph 26.7 27.7 2000 2145 17.934 18634 134414 144144 17.822 181424 4 ‘ 
Carolina Co-operator 2 19 18.2 25.4 1,093 784 7,679 10.637 4,23 4,197 1951 195) Pa 
/Cattleman. The 1538 1113 819.2 683.4 64.596 46.761 344132 287.037 191870 18.106 ‘ 
lectr t th 
a 1.7 154 96.0 985 6.301 5.500 34.225 33.734 6.301 5.500 AUG | /72 AUG| 362 
Farmer -Stockman 51.2 25.9 331.0 274.0 38,94 9.708 9 7.364 18,201 
Florida Cattlemar 437 335 3806 333.1 18344 14056 159.818 139.887 15.722 11.662 
opterigs. Gromer. 1l1 118 1450 1383 7.542 8,289 85 94.804 7.129 7,617 JULY 156 JULY 378 i 
Idaho Granger 63 67 64.9 73.4 6881 7,210 70,602 79.152 6832 7,126 1950 : a 
Kentucky Farmer 211 181 1803 1609 16.549 14156 141,346 126.181 13.623 12.653 : 
=i*Michigan Farm News 21 17 194 145 4846 3,903 44911 34038 48 3,843 3/3 
= *National Live Stock : 
Producer 112 6.7 69.1 67.3 8.152 4.852 50,298 48,900 7,874 4,527 A | RR ] 
=f*Nation’s Agriculture 8.2 7.9 58.3 55.7 3,683 3,540 26.177 25.072 3,683 3,540 - 
New Jersey Farm aad SEMI-MONTHLIES BI-WEEKLUES 
Garden 31.4 27.7 338.0 3268 14108 12,504 152,140 147,141 11,852 9,840 : 
Ohio Farm Bureau News 11.0 11.4 83.1 90.5 4.963 3 117 135437 120.792 4.673 4.987 1951 1951 1951 
Pacific Poultryman 28.5 29.5 285.9 290.0 i 6 J 69 8,227 oF | 
= "Poultry Tribune 7 AUG. 8/8 AUG. 97 
Eastern Edition 21.8 30.7 3432 387.6 9.362 13,180 147,240 66,286 8.103 11,448 
Central Edition 196 27.55 3000 3281 8413 12.808 128678 140,78 7.584 10.667 JULY 
Western Edition 18.3 246 2617 289.2 7.841 10,547 112.283 124.041 7.237 9,637 
Average 3 Editiong 19.9 276 3016 335.0 8539 11.845 129.400 143.7 7.641 10.584 1930 
Southern Farmer 53 58 63.6 66.3 5841 6.528 70,20 73 4.825 5,128 ’ 
Southern Planter 236 20.0 227.8 2204 16545 13,990 159510 154.222 15,820 13,122 AUG C 
Turkey World 29.3 264 2851 366 12,562 11,330 65,398 157,057 11.495 10.319 . 
Western Dairy Journal 29.2 33.0 3129 3108 12,264 13,867 131,559 130,588 9.030 9,821 
Western Livestock , 7 
Journal 99.4 1041 762.6 7384 41,764 43,708 320,413 310,136 13,811 11,578 : } ; ; 0 
Wyoming Stockman : All figures in the following groups were compiled by Advertising Age 
Farmer 22.0 208 155.2 151.7 19,740 18,676 139,051 136,007 16,496 15,568 
Total Group 705.3 613.3 5,844.4 5,522.2 361,671 312,539 3,007,770 2,849,909 261.468 228.451 Weeklies 
=Not included in totals. tJuly-August issues combined. 9August-September issues combined. tJuly-August issues combined Weekly Kansas City Star 
1950 Kansas Edition 20.3 25.3 1908 2011 50.045 62,359 470,326 495.454 38.157 50,594 
Missouri Edition 197 238 187.9 192.2 48.499 58566 463.147 473.476 36.419 47.426 
Newspaper Monthly Farm Sections Okla.-Ark. Edition 18.0 224 1775 1816 44.28 55.094 437.319 447.623 33.496 844 
lowa Farm & Home ete 
Register 38.8 389 198.1 187.4 40,896 41,463 209511 199.806 38,943 39.013 Dailies 
Rural Gravure 45 35 7.7 444 4468 3.469 47,941 44.661 (4.468 3,469 Chicago Daily Drovers 
Texas Ranch & Farm 15.7 11.3 156.1 133.8 16,744 12,068 166,320 142.562 15,722 11,242 Journal 26.9 25.9 244.9 260.9 57.223 55.118 520.973 555.272 32.811 39,200 
Total Group 59.0 53.7 40L.9 365.6 62.108 57,000 423,772 387029 59,133 53,724 Kansas City Daily Drovers 
Smatier page size (1.055 lines) in 1952. {Formerly Star-Telegram Ranch & Farm News P ae F 8.8 30.5 293.6 309.1 61,285 64,863 625,018 657,559 38.324 45,379 
mana arly Journa 
P r Stockman 26.5 281 2866 2941 56.457 59,797 609,925 625,967 41.696 49,029 
Semi-Monihlies St. Louis Daily Live 
American Ayriculturist . 23.0 243 237.0 224.7 16,710 17,710 172,487 163,684 15,078 15,564 Stock Reporter 199 209 1991 2088 42.414 44,413 424112 444,283 30,031 34,291 
California Grange News 155 12.0 96.6 86 17,402 13,462 5,466 94,771 12,894 = 8,582 Total Group 102.1 105.4 1,024.2 1,072.9 217,379 224,191 2,180,028 2,283,081 142,862 167.899 
Colorado Rancher and 
Farmer 348 24.2 260.5 237.1 26,296 18,288 196,934 179,179 22,677 15,523 . 
Genpuaton Bigsat 63 66 56.5 535 2660 2.765 23.765 22'405 “2660 2765 Canadian 
Dakota Farmer 50.1 485 4849 4726 39,248 38.073 380.073 370,508 38,328 36,769 Canadian Countryman 25.2 245 262.7 285.9 17.615 17,125 183,827 200,152 12, 
Farmer, The 60.2 572 S808 503.7 47,171 44.834 3,986 394.862 43,537 40,953 Country Guide, The 22.8 228 3048 3236 16419 16,423 219.408 233.089 16.419 16,423 
Hoard'’s Dairyman 29.7 351 3125 329.8 21,586 25.538 227.360 240,160 16.649 21,883 Family Herald & Weekly Star 
Idaho Farmer 32.1 37.2 327.0 343. 24.296 28,141 247,229 259.830 22811 26,324 zEastern Edition 71.2 0 =721.7 673.5 708.4 71.186 71.722 673,455 708,544 49,288 50,635 
Indiana Farmer's Guide 245 27.0 1966 201.5 19.237 21.138 154,158 157,938 15,358 16,952 =Western Edition 57.5 59.6 5718 602.9 57.543 59,593 571.851 602.925 43,205 45,363 
Kansas Farmer 40.2 352 3254 3104 30.558 26,740 247,213 235 28,389 24,533 Average 2 Editions 644 65.7 622.7 655.7 365 65,658 2,653 655,735 46.247 47,999 
Michigan Farmer 43.8 35.2 374.3 365.6 33.603 27.011 287.456 280.703 30,467 23,542 Farmer's Advocate & Home 
Missouri Farmer 93 ll 53.4 60.0 7,080 8413 40.425 45.574 6.762 8,119 agazine 28.2 265 291.3 303.9 19,771 18.540 203,883 212.768 14633 14,238 
Missours Ruralist 43.0 38.4 298.7 251.0 32.710 29,152 227,001 190,613 24841 21,031 amg AB — on 22.4 22.0 251.2 250.1 15,713 15,398 175.869 175.071 14,491 4,166 
Montana Farmer " 
sohaeee 2 48: 434.5 7,206 51.586 370.439 328,511 33.635 32,364 Farmer 89.7 85.9 769.6 797.7 98,771 94548 849.814 880,385 51.936 49,524 
mm -_ EO es foe «Sodd $30.3 811609 47.882 419.086 400861 48.289 43,811 Western Producer 490 450 4026 4109 52455 48122 430875 440572 27. 24/270 
New England Homestead 27.0 25.7 295.7 274.8 18.909 18.011 206,903 192,385 13,299 11,508 Total Group 301.7 292.4 2,904.9 3,027.8 285.109 275.814 2.686.329 2.797.772 183.320 179.174 
Ohio Farmer 56 498 4191 4101 42,684 38,239 321,887 314.876 39,608 34,891  =Not included in totals 


Donnelley Round-Up 
for 28 Advertisers 
to Reach 10,000,000 


sept 
23 n 
coast will be red in the 
third Reuben H. Donnelley Coupon 
Round-Up beginning with the first 
mailing Sept 27 to 2,238,279 
homes in Atlanta, Chicago, Kansas 
City and St. Louis 

The first Round-Up covered 1,- 
100,000 in Chicago and 
nearby suburbs last January (AA 
Dec. 25); the second 9.- 
000,000 homes in 18 
March (AA, March 26) 

In the entire Round-Up, more 
than 10,000,000 families will re- 
ceive four to eight coupons, 
having an average value of 10¢ 
each, or a total of 70,000,000 cou- 
pons worth $7,000,000 toward the 
purchase of between $40,000,000 
and $50,000,000 worth of grocery 
store items 


CHICAGO 


25--Ten million 
homes ; 


‘ts trom 


cove 


arke coast 


nomes 


reached 


markets in 


from 


Fourteen of the 28 products be- 
ing couponed in the Round-Up 
are being promoted in the Sept. 27 
mailing. They are: Delrich mar- 
garine, Old Dutch cleanser, Wris- 
ley soap assortment, 3-Minute oats, 
Maxwell House coffee, Wesson oil, 
Felso, Libby's pineapple juice, 
Waxtex paper, Glosstex starch, 
Hilex bleach, Perk dog food, Dun- 
can Hines cake mixes and Perfex 
Super Cleaner. The remaining 
products couponed will be an- 
nounced later 
@ Following the Sept. 27 mailing, 
Cincinnati, Cleveland, Columbus, 
Dayton, Detroit, Indianapolis and 
Toledo will be covered during the 
week of Oct. 4; Boston, New York, 
Philadelphia and Pittsburgh on 


Oct. 11; Denver, Houston, Jackson- 
ville, Los Angeles, New Orleans, 


Oklahoma City and San Francisco 
on Oct. 18; and Dallas on Oct. 25. 

In addition to the multiple cou- 
poning, the program includes full- 
page newspaper ads. TV spot com- 
mercials are being used in Chicago, 


Columbus, Cincinnati and Detroit, 
and radio spots in Dayton, Los An- 


Greyhound Adds TV 
geles and San Francisco. The ra- ° : 
dio and TV advertising is a test. Spots; Hikes Ad 
Fulton, Morrissey Co. is the Budget $250,000 


agency. 

Cuicaco, Sept. 25—Greyhound 
Corp., long a user of radio spot 
commercials on a regional basis, 
has launched its first national TV 
spot drive, using 20-second spots 
over 66 stations in 50 markets. 
The 13-week campaign will con- 
tinue through December. 

Budget for the drive has been 
set at $250,000. This amount rep- 
resents an addition to the over-all 
media budget, which itself has 
been increased by approximately 
10% over 1950, primarily to meet 


American Promotes Stern 

Ernest E. Stern, copy chief of 
the network's publicity depart- 
ment, has been named trade news 
editor of American Broadcasting 
Co., New York. In the former post, 
he will be succeeded by Tom Fitz- 
simmons, previously night editor 
of Radio Daily 


Papers Name DeLisser Inc. 
Tribune Newspapers (Tribune- 

Republican and Evening Republi- 

can), Meadville, Pa., has named 


Daliosee Enc: Mew York, as tts |e cost of increased magazine 
national advertising representa- ates. ‘ : 
tive. Greyhound’s magazine schedule 


includes 30 consumer books and 
10 trade publications. Ads in these 
range from full-color, full-page 
insertions to one-half column b&w 
advertisements 

The bus company’s general fall 


Turpin to ‘Family Circle’ 

Edward H. Turpin Jr. has 
joined the art staff of the sales 
promotion department of Family 
Circle, New York. 


theme is “There's something about 
a Greyhound that makes it the 
friendly way to travel.” 

Beaumont & Hohman, Chicago, 
is the agency. 


R. W. Goft Inc. Names Two 


Albert Broomhead, formerly of 
Horton-Noyes Co., Providence, has 
been appointed artist for R. W. 
Goff Inc., Providence agency. 
Harold Connors has joined the 
agency to assist Ralph C. Potter, 
v.p. 


Buys George Sandy Printing 

Frank Stationery & Printing Co., 
Portland, Ore., has purchased 
George E. Sandy Printing Co., 
Portland—the fourth such con- 
solidation Frank has made since 
it was formed seven years ago. 


Babbit Joins Feigenbaum 

Gil Babbit, formerly radio-TV 
director of J. M. Korn & Co., Phil- 
adelphia, has been named to a 


similar post with Harry Feigen- 
baum Advertising Agency, Phila- 
delphia. 
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Business Papers Contribute More to U.S. 
Than Consumer Magazines, Conover Says 


New York, Sept. 25—Business 
‘papers have themselves to blame 
for allowing national consumer 
magazines to sel] advertisers on 
the idea that consumer magazines 
have more to offer in the way of 
prestige than business papers, Har- 
vey Conover, president, Conover- 
Mast Publications, told the t. f. 
Club of New York yesterday. 

There is no field of industry or 
business and no profession that is 
not covered by the business press, 
Mr. Conover said. “And this is 
true,” he added, “irrespective of 
circulation methods employed, and 
irrespective of differences of opin- | 
ion among business paper publish- 
ers as to the best method of circu- 
lation control.” 

These differences of opinion, he 
said, have been magnified out of 
all true proportion by consumer 
publication salesmen. 


s Mr. Conover cited the collective 
contribution of business papers in 
fields of scientific research, indus- 
trial techniques and merchandis- 
ing methods to modern standards | 
of living, and emphasized that in| 
the matter of prest.ge for construc- | 
tive contributions, business papers, 
on the whole, deserve more credit 
than consumer publications. 

He compared business papers! 
with consumer magazines on the! 
basis of their contributions to na-| 
tional health, standards of living, 
and economic and military 
strength. 

The professional press, particu- 
larly in the field of medicine and 
surgery, Mr. Conover said, keeps 
physicians, surgeons and research 
workers abreast of new develop- 
ments and presents them with de- 
tailed information they could not) 
obtain from any other source as 
quickly and comprehensively. 
Many of the 116 publications in 
the professional field, with their 
1,500,000 specialized circulation, 
most people have never seen or 
heard of, he declared, but without 
them our whole way of life would 
be the poorer. 


@ Similarly, in the industrial field, 
Mr. Conover said, industrial and 
technical papers have conveyed 
information and engineering data 
to readers which has made it pos-| 
sible for American industry to in- 
crease productivity so that it is 
able to make more goods for more 
people at less cost than has ever 
been possible before in history. 
Many innovations in technical 
progress first appeared as ideas in 
articles in the industrial press, he| 
said. | 

Likewise, in the merchandising | 
field, many of the new and in-| 
genious devices for increasing 
stock turnover, cutting costs of| 
distribution and creating customer | 
acceptance for new products have. 
been fostered and, in many in-| 
stances, originated by editors of 


merchandising papers, Mr. Con- 
over said. 
s The contributions of business 


papers to the war effort during 
World War II, he pointed out, re- 
sulted in new and broader under- 
standing of the importance of 
business papers to the national 
economy as well as greater appre- 
ciation of their specialized cover- 
age of their respective fields. In 
this connection, he pointed out, be- 
cause of the vital contributions 
of the technical press during the 
war, advertising in business papers 
was considered an allowable cost 
of operation. 

The search for substitute mate- 
rials to offset shortages, he pointed 
out, was led by the business press, 
and its contribution in this field 
alone was sufficient to make gov- 
ernment officials declare that “if 
the business press did not exist it 
would be necessary to set it up and 


subsidize it.” 

“It is time,” Mr. Conover de- 
clared, “for business papers to sell 
their accumulated prestige in more 
formidable ways and offset inroads 
that have been made during the 
past two years by consumer maga- 
zines with their more intensive 
publicity.” 


Hardman to Open Agency 


Anson F. Hardman, who will 
retire Oct. 1 as advertising mana- 
ger of Ohio Bell Telephone Co., | 
Cleveland, after 27 years’ service, | 
will open an advertising and pub- | 
lic relations agency in Cleveland | 
shortly thereafter. 


Aprea Named Laughlin A.E. | 


| 
John P. Aprea, at one time in| 
the copy department of O. S. Ty-| 
son & Co., New York, has been ap- | 
pointed a creative account execu- 
tive with Laughlin-Wilson-Bax- | 
ter & Persons, New York. | 


Appoints Beeson-Faller 

Beeson-Faller-Reichert, Toledo, 
has been appointed agency for 
Keystone Wire Cloth Co., Han- 
over, Pa., manufacturer of frame- 
less tension screens and insect 
screening. Hardware and building 
trade publications will be used, 
and sales aids and newspaper mats 
are available to dealers. 


Gray Named Lion PR Chief 

John H. Gray, formerly with 
the southwestern edition of the 
Wall Street Journal, Dallas, has 
been named director of public re- 
lations of Lion Oil Co., El Dorado, 
Ark. 


United Air Releases Film 
Latest publicity film released by 
United Air Lines, Chicago, is 
“United 6534,” a color documenta- 
ry-type movie stressing year- 
‘round dependability of air travel. 


Williams to Kelly & Lamb 

Mrs. Dorrit Williams, who for- 
merly operated her own New York 
agency, has joined the creative 
staff of Kelly & Lamb Advertising 
Agency, Columbus. 


“] -vople Sell Better than Paper” 


e+. and You Can Cover 
Central New York with 
ONE Radio Station 


WSR ACUSE 


570 KC 
NBC Affiliate. WSYR-AM-FM-TV—the Only 
COMPLETE Broadcast Organization in Central New York 


Headley-Reed, National Representatives 


like California without the 


BILLION 
DOLLAR 


Ti Seem 


WAec F 


Are you getting the right response from 
California? Hardly — without inland 
California, the Billion Dollar Valley of 
the Bees. You miss one of the West's 
most active markets — with nearly as 
many people as Los Angeles ... more buy- 
ing power than San Francisco and Port- 
land combined . . . three-times-higher 
retail sales than Seattle.* 


Yes, to put yourself over in California, 
you do need the Valley. So it pays to use 
the solid Jocal papers that independent 
Valley people read and heed. 


They are the three McClatchy papers— 
The Sacramento Bee, The Modesto Bee 
and The Fresno Bee. Each one reaches 9 
out of 10 families in its ABC city zone... 
half the families in its ABC trading area. 
Together, they cover the whole 500-mile 
Valley as do no other newspapers. 


*Sales Management's 1951 Copyrighted Survey 


McClatchy Newspapers 
National Representatives ... O'MARA & ORMSBEE, INC. 


New York * Los Angeles * Detrou * Chicago * San Francico 


3 : be 
———— ae : ae 
| e 
aCe 
a 
Re 
ce 
; ee 6s 
es 
| | aS: 
s ean 
ee | “> 

tes 
————_ - Mew 

A ee a NE ——————————————————LLLLLL—L——E—————EEE ee ee Y; +7 
| —— oe ing missing... e: 
— WP ) 4 pce , ey “age 

~ - — =. 4 - . — Li Aes og 
=> : = *uy ; . aa’ 
——— > SS = a ae A | Rs © 
—t ri = = a 2 Ts 

> — ' 1\ —— = ——— a ew 
— Ad “  S==—=—= — | ex 
~- — SS S= SSS =. (‘wee 
. ~ — — ee — ———— —— . ¥ ¢ , ES 

— —~ = [— == == = eA 
— ~ - SSS. SSS i 
—SSSS—SSS—SS— = x 

-- ‘ _ . 7 —_——— —=_= — ——_ ~ ete 

| ——— SS SSS As 
— ——SSS— :~—*E S$ —S=SS= a 

oe ea — 7 SSS — Sea 

a gw —SS=S== ig 
> eee ———L——— ae 
+ . ee —fSSSS= a. 
Ss eS =——— i 
————— v — SS : —————— aie 
Dn W ema, ————__ = = 
TN Cae —— = ae 
 ——N — inintesmeiennee SP x : ge. 
| | : =~ Neen ym —— ee A — via he 
i —_——_—_ = a= is a a = Sy re Pee -& 
Ne ee ee ee Se a 
2 * ’ a, + > jie Las — — 1 WLAN eae 
De ees" me PD o- wits 

_ aria a oe 
P oa ee a —" ~ . B Sete 
Rh Pn ; ta oe I Fe i 
ae: 
. . i 
ee 

- i A 
ast. 
he 
ia 
aia i 
Ws ‘= 4 si i 
: ee ds. * : Agi 
“3 ’ 4 gp - » : oy ae 
! _° © gi. oe 
5 hs Baei™ ee 
~~ a oe 
| te ae a's 
Le N «qq Syoee 
; ees. Hofer ee Bre >: 
i THE SA MENTO BEE THE MODESTO BEE . THE FRESNO BEE Sia 
; ‘B fe : ey eid e est 
F in ae 23 PS. 
: >» y ) “a 
; 4 ot ae 
$ tJ a Spay 


—— 


—— 
=—S= 


ER 


It's a farm market, the richest on earth. It's a mass market, dominated by 


/ 


yiner 


Capper 


farmers. You can’t sell Mid-America 
> -(Coners 1 without the farmer—nor the magazine that 
I > ° 
Cy concentrates on him alone. 


| 
sells MID-AMERILA 


the richest Farm Market on Earth! 
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California Radio 
Stations’ Income 
Up, Profits Down 


Los ANGELEs, Sept. 25—-Southern 
California radio stations as a group 
are doing more business than in 
1950, but net profits will be low- 
er due to heavier operation costs, 
according to a cross-section check 
made by the Southern California 
Broadcasters Assn. 

Comparing the first six months 
of this year against the same peri- 
od last year, 18 of 23 reporting 
stations said revenue was up. The 
average rise was 35%. KOWL, 
Santa Monica, the median station, 
reported an 18% income increase. 
KPAS, Banning, highest on the 
“up” list, was 300% ahead. 

KMPC, Los Angeles; KBUC, Co- 
rona; KCOK, Tulare; KVOE, Santa 
Ana, and KFXM, San Bernardino, 
reported in the 10-14% brackets. 
KPMO, Pomona, and KERO, Bak- 
ersfield, were up 15-19%. Other 
increases reported: KVEN, Ventu- 
ra; KSON and KCBQ, San Diego; 
and KSMA, Santa Marie, each up 
25%; KSDO, San Diego, 44%: 
KALI, Pasadena, 61%; and 
KWKW, Pasadena; KFAC, Los 
Angeles, and KGER, Long Beach, 
2% to 10%. 


@ Only three stations reported 
lower income, by 1%, 7%, 20% 
Two, KFVD, Los Angeles, and 
KRNO, San Bernardino, said reve- 
nue was about the same as last 
year. For all stations, local busi- 
ness accounted for most of the 
rise, with national spot second, 
and network slightly off 

The broadcaster group said a 
preliminary FCC breakdown of 
1950 income reports for the top ten 
metropolitan areas showed that 
| the 27 AM stations of metropolitan 
Los Angeles led all others in gains 
over 1949, with an increase of 
9.5% compared with an average 
increase of 4.4%. 


Phoenix Industries Gets 
Cantrell & Cochrane Rights 


Phoenix Industries Corp., New 
York, of which former Pepsi-Cola 
head Walter S. Mack is president, 
has bought the exclusive U. S. 
rights to manufacture Cantrell & 
Cochrane ginger ale, club soda 
and the full line of flavors, from 
Cantrell & Cochrane Ltd., a sub- 
| sidiary of Edward and John Burke 
Ltd. 

The product is reportedly the 
leading ginger ale in Great Britain 
| and is well known throughout Eu- 
| rope. C&C ginger ale will be made 
and distributed in conjunction with 
Nedicks Inc., which Phoenix con- 
trols. Production will begin within 
60 days and franchising shortly 
thereafter. No agency has been 
named. 


Communications Meet Set 
for Northwestern University 


Communications breakdowns 
jleading to misunderstandings 
among individuals and nations will 
be considered at the Northwestern 
University Conference on Com- 
munications, Oct. 11-13. 

Speakers include Edward W. 
Barrett, assistant secretary of state 
in charge of the Voice of America 
broadcasts; Turner Catledge, ex- 
ecutive managing editor of the 
New York Times, and Nicholas 
Orloff, chief interpreter of the 
United Nations. A special seminar 
on publishing, advertising, produc- 
tion and management will be held 
Oct. 13, at 9:30 a.m., for members 
of the United Kingdom provincial 
newspapers team. 


Lunt Promotes Silver Pattern 
Rogers, Lunt & Bowlen Co., 
Greenfield, Mass., producer of 
Lunt Silversmiths tableware, is 
using spreads in trade publications 
to announce its new Sweetheart 
Rose sterling pattern. Consumer 
ads are scheduled in Ladies’ Home 
Journal, Mademoiselle and Seven- 
teen, and merchandising aids have 
been prepared. James Thomas 
Chirurg, Boston, is the agency. 
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West Outlines 
‘True Purpose’ 
of ANA Reports 


Says Radio-Video 
Committee’s Figures 
Not a Rate-Cut Club 


New York, Sept. 28—In a state- 
ment to members here this week, 
Paul West, president of the Assn. 
of National Advertisers, defended 
the “legality” of the association's 


ANA Meeting 


series of reports analyzing tele-| 
vision’s effect on radio listening. 

Mr. West's statement, released 
during the ANA’s 42nd annual | 
convention, served to bring out in 
the open the charge which some | 
broadcasters have been making 
under their breaths—namely, that | 
this joint effort by advertisers to 
“knock down radio rates” has anti- 
tiust implications. 

(Many broadcasters credit the | 
ANA's studies with having been | 
more than a little responsible for 
network radio’s recent general | 
rate reductions. The third in the! 
association's series of reports cov- | 
ering TV’s inroads on radio’s audi- | 
ence was published this month, 
updating two earlier instalments) 
released in August, 1950, and) 
March, 1951 [AA, Sept. 10].) 


| dicated, adding... 


a “Among the more important | 
questions that have been raised} 
about the purpose of the radio re-| 
ports are whether the ANA is ‘out | 
to knock down radio rates’ ; whe- | 
ther ANA members have ‘con-| 
spired’ to ‘boycott’ network radio; | 

and whether the ANA has placed | 
itself in a vulnerable legal posi-| 
tion by issuing these reports. On 
these questions, however misguid- | 
ed they may seem, members are 
entitled to their association's 
views,” Mr. West said. 

“The series of reports was in- 
augurated, after thorough consid- 
eration by the ANA radio and tele- 
vision steering committee, in line 
with the association’s traditional 
practice of furnishing its mem- 
bers information on _ significant 
trends in the audiences of their 
advertising messages. 


e “Examples which you will re- 
call of similar ANA reports deal- 
ing with the circulation and cost 
trends of other media are the re-| 
cent magazine studies, the similar 
series on business publications, 
and the analyses of local and na- 
tional newspaper rates. This is an 
obvious and legitimate field of in- 
terest for the ANA as the only 
organization operated by and for 
national advertisers as buyers,” he 
continued. 

Mr. West denied that the asso- 
ciation was attempting to tell ra- 
dio stations or networks what they 
should charge for their services. 
He pointed out: 

“It has been perfectly clear to 
the radio and television committee | 
from the beginning that the ANA | 
has no legitimate concern with ne- | 
gotiations on radio rates. 

“This was recognized explicitly 
in the first report, which stated 
that ‘no individual advertiser or 
trade group should attempt to dic- 
tate to the radio stations and net- 
works a formula for pricing radio 
time.’” 


e For ethical as well as legal 
reasons, any negotiations about ra- 
dio rates must be a matter be- 
tween individual advertisers as 
buyers and individual stations or 
networks as sellers...“In accord 
with customary ANA practice, the 
radio and television committee 


| every 


polled the radio-using members of 
the association at the outset on 
their attitudes toward the prob- 
lems involved. Their responses 
fully confirmed the committee’s 
judgment as to the need for data 
on listening trends and as to the 
method of calculating such trends. 

“Members also expressed the 
opinion, among others, that night- 
time radio rates would require ad- 
justment if advertisers were to 
continue to use this medium as ef- 
fectively as in the past.... 

“At no time in the course of 
this activity, however, has the 
ANA taken any action that could 
properly be construed as the exer- 
cise of combined advertiser pres- 
sure on the rates of network or 
individual stations. ANA v.p. and 
general counsel, I. W. Digges, who, | 
as members know, is preeminent | 
in his field, has followed and ap-| 
proved this service to members at! 
stage. Members need have 
no doubt as to the legality as well | 
as the business justification of | 
this service program,” Mr. West! 
said | 


s The ANA head devoted the sec- 
ond section of his statement to an- 
swering specific questions which 
have come up about the studies. 
He explained how the analytical | 
procedure was evolved and why | 
the particular time periods used | 
were chosen. | 

Mr. West also made it clear that | 
there was no sinister reason for | 
confining the analysis to TV's ef-| 
fect on radio only, and not on! 
other media as well. Evidence of 
video’s impact on other media is 
constantly being sought, he in- 


| 


“In the case of radio, not only 
was the directness and degree of 
television’s impact obvious, but 
pertinent data from independent 
sources were available on which 
to measure it....Comparable in-| 
formation was not available with 
other media from similar sources.’ 


e No comparison of the value of 
radio with those of other media 

was attempted, it was said, be- 

cause “no one can establish defi- 

nitely, in the opinion of the ANA, 
just how many lines, inches or 
pages of advertising in different 
types of publications can be con- 
sidered equivalent—either to one 
another, or to a quarter-hour, a 
half-hour or any other time unit 
in radio or television.” 

It was decided, he explained, to 
“disregard remaining evening ra- 
dio listening in television homes 

. partly to avoid complexity in 
the type of approximate measure- 
ment recommended to members” 
since this “residual listening... 
might vary appreciably...It was 
assumed that members would wish 
to take this factor into account in 
their own way in judging televi- 
sion’s impact on their particular 
programs.” 


NBC BROCHURE ARG 
RADIO’S CASE VS. TV 

New York, Sept. 28—Although | 
National Broadcasting Co. is much 
too diplomatic to label it as such, 
the radio network has prepared | 
a brochure which gives NBC’s re-| 
buttal to some points made by the! 
Assn. of National Advertisers in 
| its latest study on “Television’s 
Effect on Radio Listening.” 

The brochure, which is a part} 
of the company’s sales ammuni- 
tion for fall, also gives NBC’s an-| 
swers to some other questions that 
keep popping up in television- 
minded advertising circles. 

Four questions lead the radio} 


| presentation: 


1. “Who listens to the radio in 
the 63 U. S. markets served by one 
or more TV stations?” 

2. “What is the advantage of 
buying network radio in the areas 
served by television?” 


3. “What is the cost of reaching 
radio-only homes in_ television 
areas?” 


| bought 


PARENTS 


é, 


frp Ge tus © Sew ee Oo te toe 
susnee Gis ben eeapcay 
25° Anniwenary I. MAGAZINE mont tman 1.300 000 CRCMLATION 
a 
ag Seat | 


COMBINED COVER—For its 25th anniversary, Parents’ Magazine shows 25 previous 


covers on the October cover. N 


jote title changes in early years. 


“Will a combination of net- 
work television in TV areas and 
network radio in radio-only areas 


| be a logical media choice?” 


@ Proceeding to answer its quyries, 
NBC points out that the 63 metro- 
politan areas served by TV had 
13,092,000 television homes as of 
July 1. Radio industry estimates 
show that these same areas had 
26,460,000 radio homes as of Jan. 1, 
1951, thus making 13,368,000 of 
these homes dependent exclusive- 
ly on radio for broadcasting enter- 


tainment. This, it was emphasized, | 


gives the TV areas more radio- 
only homes than television homes. 
To point up the limited coverage 


of the video camera in this period | 


the 
of 


of frozen station construction, 
brochure indicated that 53.2% 
all the TV sets in the U.S. 
located in just seven markets— 
New York, Los Angeles, Chicago, 


Philadelphia, Boston, Detroit and | 


Cleveland. 

The radio-only homes in TV 
areas—13,368,000—“is a vast cir- 
culation potential. More than 


double the circulation of the na- 
tion’s largest magazine, for ex- 
ample,” the brochure stated. 


e “But a radio network of sta- 
tions located entirely in television 


| areas offers even greater circula- 


tion. NBC radio stations in tele- 
vision areas deliver a total week- 
ly listening audience of more than 
19,400,000 radio-only homes. (This 
is a projected BMB Study No. 2 
figure. ) 

“Assuming no television home 
listening to NBC radio stations, a 
network of the 74 NBC stations lo- 
cated 
11,300,000 radio-only homes with- 
in TV coverage zones, plus 8,100,- 
000 radio homes beyond reach of 
a television signal.” 

To demonstrate what an adver- 
tiser “would be missing if he 
a radio-only area net- 
work,” NBC said that a “radio 
network in non-television areas 
would reach less than one-third as 
many radio-only homes (5,837,- 
000) as the NBC radio network of 
74 stations located in television 
areas (19,400,000).” 

The network did not mention it, 
but a major consideration weigh- 
ing against NBC's acceptance of a 
radio network lineup selected to 
circumvent the TV markets is the 


are) 


in TV areas delivers over | 


fact that such stations account for 
a major share of the time costs. 


e “The figure that would remain 
after you subtracted the radio 
stations in the video areas would 
be such a small one that we woald 
not be able to operate a radio net- 
work on our present standards,” 
one major network executive ex- 
plained. 

“Similarly, in spot radio, if an 
advertiser bought every single ra- 
dio station in non-TV America, 
his maximum added circulation 
would be 7,342,000 radio homes 
the total radio homes in non-TV 
|}areas which are not reached by 
NBC stations in TV areas. BMB 
figures projected,” the brochure 
continued. 

NBC quoted Nielsen for the 
most recent data on radio listen- 
|ing in TV homes. In March, 1951, 
Nielsen found that 21.1% of the 
total U.S. TV homes were listen- 
| ing to the radio during the average 
quarter-hour between 10 a.m. and 
7 p.m., local time. During tele- 
vision’s peak hours—7 to 11 p.m. 

the figure was 10.2%. 

As to price, NBC challenged 
any advertising medium to give a 
better value than the “74 NBC 
stations in television sreas” which 
“deliver each thousand radio-only 
homes in the evening for 43¢.” 


ARNOLD H. LOEWY 

New York, Sept. 26—Arnold H. 
Loewy, 73, founder of Loewy Ad- 
vertising Agency, died at his home 
yesterday of a heart attack. Born 
| in Hungary, he came to this coun- 
try as a boy and, after serving as 
a printer and advertising solicitor, 
he established his own agency in 
1902. He headed the company until 
a few years ago, when a son, Henry 
H. Loewy, 
dency. The elder 
tinued to serve 
til his death. 


MRS. LANE BRYANT MALSIN 

New York, Sept. 26—Mrs. Lane 
Bryant Malsin, 72, who developed 
a home lingerie business into the 
Lane Bryant chain of retail stores 
and mail order business, died of 
a heart ailment yesterday. 


Y&R Appoints Lapham 
Thomas W. Lapham, who joined 
Young & Rubicam, New York, in 
1945, has been appointed an asso- 
ciate copy director of the agency. 


| 


Mr. Loewy con- 
as a consultant un- 


| Sen. 


| Kan.) 


succeeded to the presi- | 


73 


Catalog, Parcel 
Rates Up; Other Rate 
Hikes Still Stymied 


(Continued from Page 1) 

of the Interstate Commerce Com- 
mission. Though milder catalog 
and parcel post rates were written 
into the Senate's rate bill, Post- 
master General Jesse Donaldson 
refused to suspend the increase 
until conferees reached a _ deci- 
sion. A last minute court fight to 
block the ICC order has been 
started by mail users. 

The rates approved by ICC in- 
volve about $194,000,000 of new 
revenue from catalogs and par- 
cels, compared with $67,000,000 in 
the Senate bill. The ICC’s catalog 
increase visualizes $5,000,000, 
nearly double the catalog increase 
sponsored by the Senate. 

The postal conference commit- 
tee had its first meeting today. 


| Members were hopeful that a final 
bill can be reported and cleared 


for the President next week. 


@ Senate conferees are Sen. Olin 
Johnston (D., S. C.), chairman of 
the Senate postal committee; Sen 
John Pastore (D., R. L.), Sen. 
Thomas R. Underwood (D., Ky.), 
William Langer (R., N. D.) 
Sen. Frank Carlson (R., 
House conferees are Rep. 
Tom Murray (D., Tenn.), Rep. 
| George Rhodes (D., Pa.), Rep. M, 
|G Burnside (D., W. Va.), Rep 
Edward Rees (R., Kan.) and Rep. 
Harold Hagen (R., Minn.). 
House conferees are expected 
to insist on the following points? 
no first class increase, a %¢ rate 
on bulk third class, no modificas 
tion of ICC rates on catalogs and 
parcel post 
Senate conferees will press fof 
a 4¢ first class rate, at least on 
intercity mail, and an 8¢ air mail, 
Both groups will probably agre@ 
to a 30% increase for newspaperg 
and magazines in three equal ane 
nual steps. There is no differencé 
between them on the 2¢ postcard) 


and 


es With Postmaster General Jess@ 
Donaldson insisting on going 
ahead with the catalog and parce} 
post increases, a group of mailer@ 
has appealed to District Court 
Judge Dickinson Letts here fot 
an injunction to delay the IC 
order, pending court review. 

Judge Letts has promised to rul¢ 
on their petition. 

The ICC catalog rates range 
from 10¢ to 18¢ for the first 
pound, according to zone, and 1'%.¢ 
to 1l¢ for each additional pound. 
Present rates range from 7%¢ to 
15¢ for the first pound; Il¢ to 
6¢ for each additional pound. In 
1939, zone rates for catalogs were 
4¢ to 10¢ for the first pound, 
le¢ to 7¢ for additional pounds. 

The new parcel post rates in 
the ICC decision range from 15¢ 
to 27¢ for the first pound and 1%4¢ 
to 14¢ for each additional 
pound. Existing rates are 10¢ to 18¢ 
for the first pound; %¢ to 11%¢ 
for each additional pound 

This is the second postwar in- 
crease in catalog and parcel post 
rates. 


Jantzen Promotes Three 

Don Kennedy has been promoted 
to sales manager of the sportswear 
division of Jantzen Knitting Mills, 
of 


| Portland, Ore., maker swim 


Don Kennedy Bruce Sturm James Rothbun 


suits and women's wear. He has 
been succeeded as sales promotion 
manager by Bruce Sturm, former 
publicity director, whose post has 
been taken over by James Rath- 
bun, assistant to the sales promo- 
tion manager. 
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Advertising Falling Behind Sales, 
Survey of 130 ANA Members Shows 


(Continued from Page 1) 
3. The defense program has af- 
fected relatively few budgets 
Where it has had an effect, mostly 


among industrial companies, re- 
ductions have averaged slightly 
more than 11% 


4. More than half the companies 
report altered budgets as a result 
of rising ad costs. The remaining 
group has for the most part cur- 
tailed some activities while spend- 
about the amount of 


ing same 


(=> Save with $1.00 art 


$1 buys the prestige of top 

agency art for your ad under our 
reproduction plan. Select from 4000 
subjects, pay only $1 for those you use. 
Recognized agencies, Natl. Ad Mgrs. 
free brochure, “use” agreement 


Tl wrne for r 
~~) STIVERS STUDIO 
67 MAIN ST + SAN FRANCISCO 5. Cai) 


money. 

5. The outlook for 1952 sales is 
generally optimistic. However, a 
substantial number of those ex- 
pecting larger sales volume are 
not planning on increased ad bud- 
gets. 


@ Paper manufacturers reported 
the smallest percentage increase 
in ad expenditures between 1939 
and the present. Drug and textile 
groups also reported below-aver- 
age increases. Building materials 
companies reported the highest 
percentage increases. 

During the 12-year span, the 
greatest increase in the average 
ratio of advertising to selling ex- 
pense occurred between 1946 and 
1950, when the percentage rose 
from 21% to 25%, Mr. McElroy 
told the meeting. 


NOW READY 


MARKET ANALYSIS 


of the 


MOTEL INDUSTRY 


THE MARKET 


The Motel Industry Has Come 


of Overnight Travel 
Accs vdations 

Scope of the Motel Market 

Geographic Distribution 

... And What of the Future? 

Motel Products 

Motorists Prefer Motels 

A Waiting Market 


=—=¥ 


for SALES and 
ADVERTISING 
EXECUTIVES 


< 


THE MAGAZINE 


How You Can Reach This 
Market 

American Motel Magazine's 
Editorial Leadership 

Circulation ... Where and To 
Whom Geographic Coverage 

Circulation Breakdown 

Outstanding Gains in 
Circulation and Advertising 

Typical Motel Scenes 

Service to Readers and 
Advertisers 

Advertising Rates 


Market for your Product 


in the fast-growing Motel Industry 


Motels have become big business 


expertly staffed—efficiently managed. | 


Advertising Expenditures Compared with Sales 


234€, 1950 and 1951 (est.) 
Median Index Numbers 1939 : 100 
Sales 
Sales i 
| 
A@y 
Ad, | , i | 
Sales | ! ; | 
| | | 326 | | 379 | 
on | | | 
| 250 } 271 | } 
| | 200 | | | j 
| | | } 
156 } | | | 
| | 
|__| = 
7196 1950 1951 (est.) 


Portion of Pro duction Devoted to Government Con 
Year Ago, at Present and End of 195] (eet. 


Based of replies frem Ll€ companies 


tracts 
+ 


Percent of Companies Reporting 


Less than 108 


Advertising Age, October 1, 1951 


function of advertising and sell- 
ing is to translate ability to buy 
into actual purchases, he said that 
the experience of the past nine 
months indicates that these forces 
have not been working at their 
most effective levels. 

“Despite continually rising con- 
sumer income and the fear of 
shortages,” he said, “consumer 
spending has been at relatively 
low levels and consumer savings 
have continued to move upward. 
| This certainly indicates that some- 
how the sales and advertising ma- 
chine, lulled by nearly a decade of 
‘wonderful business’ in which suc- 
cess was almost guaranteed, isn't 
as effectively organized as it 
should be.” 

Mr. Cherne definitely predicted 


j = a huge step-up in war industry 
wal rs activity, asserting that the rate of 
lsog | i military orders, now running at 
| | io | about $60 billion per year, will 
10-286 | | they probably hit $110 billion by the 
—eslt | | | ms | end of 1953, with resultant serious 
en al id | | ws| problems for all business. 
Nore seen tet ai ML | . 2 Je S : 
ror tw mt Trt ad Marti tertwina fewrtwng «| @ Forecasting the future, from a 
aa 282 1952 1951 1951 Pillsbury, president of Pillsbury 
Based on replies frem 118 companies Mills, said flatly that the “long 
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Among the drug and cosmetic 
groups reporting, advertising con- 
sistently represented more than a 
60% ratio to selling expense. On 
| the opposite side of the ledger, the 
| industrial, petroleum and office 
equipment groups consistently av- 
eraged a ratio of less than 10%. 


There are over 40,000 Motels, representing a $5.7 billion investment and |@ Supply shortage trends are most 
doing an annual business of $1.3 billion. More than 86° of all travelers 
now travel by car, and whether on business or pleasure, prefer staying at 
super-convenient Motels that offer small-town friendliness with big-city 


accommodations 


Here's a ready market for hundreds of products 
conditioning 


supplies, furnishings, air 


building materials and 
equipment 


type of product or equipment used in the home. Motel owners are volume 


buyers of equipment and supplies. 


Leading Motel owners and operators read AMERICAN MOTEL MAGA- 


ZINE—they buy 
feature articles 
IMPROVE THEIR MOTELS 
ket AMERICAN MOTEI 
10.106 


it strictly on editorial merit. 
it's the first publication te instruct them on HOW TO 
To sell your product in this growing mar- 

MAGAZINE. 


It gives them more than 


Total paid circulation is 


Get the complete story—write for your copy of 
this new Market Analysis of the Motel Industry. 


MOTELS do more than rent rooms— 


32% hove restourants or coffee shops 
20% 
20% 
25% 
80% 


operate gos stations 
operote groceries, gift shops, etc 
operate their own laundries 


ore open ALL year 


New rotes effective Jonvory 1, 1952. Ad- 
vertisers contracting for space now will be 


protected for one year of the present rates 


AMERICAN 


x 


a 


MOTEL ;; 


MAGAZINE 


Patterson Publishing Company, Wne., 
5 So. Wabash Avenue, Chicago 3, Ill. 


Also Publishers of American Restovront Magazine 


practically every | 


| serious in the industrial fields, ac- 
| cording to the report, with the 
drug industry following. Over the 
last year, the supply situation is 
| reported to have improved in the 
| building materials and textile in- 
| dustries. Not much change in this 
| picture is expected by the end of 
the year. 

| Most of the companies reporting 
are optimistic about sales. While 
almost 70% expect 1952 sales to be 
higher than this year, only 50% 
plan to increase 1952 advertising 
budgets. 


e Predicting that the defense ef- 
fort will be stepped up drastically, 
so that “effective readiness” can 
be achieved by July, 1952, instead 
of the original thinking which set 
the date as the end of 1953, Leo 
Cherne, executive secretary, Re- 
search Institute of America, warn- 
ed against losing sight of the fun- 
damental importance of advertis- 
ing and selling in an era of short- 
ages and good business. He head- 
lined a “forecasting panel.” 
Reminding his audience that the 


| 
| 


range social and developmental re- 
sponsibilities” of modern manage- 
ment can only be attended to after 
“sales have been made—and sales 
are made only if advertising is part 
of the life blood of an organiza- 
tion.” 

Here is Mr. Pillsbury’s concep- 
tion of a “selling president’s” han- 
dling of advertising: 

1. Advertising should be meshed 
with the selling operation from 
product development through dis- 
tribution and sale. 

2. The amount of the advertising 
budget is large or small relative 
only to the goal one seeks to ob- 
tain—the goal being in terms of 
sales. 

3. He should be completely open 
|in relation to the agency (“give 
them not only full information but 
full backgrounding, full grasp of 
the goals you are seeking and... 
full responsibility for doing their 
share”), 


@ Forecasting the future of printed 
media, Andrew Heiskell, publisher 
of Life, recast much he said more 
than a year ago at commencement 
of Massachusetts Institute of Tech- 
| nology. He argued that “the Amer- 
ican people are growing up very 
rapidly and are prepared to de- 


1951 your immense amounts of news, 
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GENUINELY WET* 
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= *KE t : 
b>» very set o ee 
plates intended for four 
color wet edition printing is 
both flatted and final proofed 
\ on modern four color ‘wet’ 


\ proofing presses. 


Cugraers, Sue. 


Beautiful Color Work + Outstanding Black & White 
600 W. Van Buren Street, Chicago 7 
Telephone STate 2.5367 
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Advertising Age, October 1, 1951 


Industry Number of 
Classification Companies 
Incustrial 17 
Food & Groceries 16 


Drugs & Cosmetics 11 
Textiles & Clothing 9 
Petroleum 
Home Furnishings 
Building Materials 
Electrical Appliances 
Insurance 
Agricultural Eauip- 
ment 
Alcoholic Beverages 
Paper Manufacturers 
Automotive 
Office Equipment 
Other Industries 


WAnwe 


vo ee OF 


—From 


1939 


1946 


% 


08 
4.5 


Assn. of National 
survey of members, September, 1951. 


Advertising Expenditures 
as Percentages of Sales 
Medians, from replies of 119 Companies 


1950 1951 
G % 

(Est). 

0.7 0.9 
4.5 4.3 
29.0 28.0 
4.6 3.3 
1.0 1.0 
34 3.8 
15 14 
3.6 4.7 
0.2 0.2 
0.8 0.9 
45 5.2 
0.8 0.8 
1.6 14 
22 24 
4.5 5.0 
Advertisers’ 


FCC Finally OK’s 


Sale of WSB-T V Associates, 
WASHINGTON, Sept. 25—-The Fed- a 


eral Communications Commission 
today gave final approval to the 


Klau-Van 
Milwaukee, 


agency 
division 


Interstate to Klau Agency 
Pietersom-Dunlap 


for 
of 


Drop Forge Co., Milwaukee. 
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Agency Handles Fund Drive 

Brassard Advertising, Provi- 
dence, has been appointed to han- 
dle a $25,000 fund raising cam- 
paign for the Rhode Island Phil- 
harmonic Orchestra 


has been 
the special 
Interstate 


sale of WSB-TV, Ailanta, to a 
group of local business men. Sale 
price was in excess of $500,000 

Though the sale had been en- 
dorsed Aug. 8, FCC delayed its 
formal order after competing ap- 
plicants protested that important 
information had been concealed 
during transfer hearings 

The sale was necessary because 
WSB-TV was one of two stations 
in the hands of Atlanta Newspa- 
pers Inc. as a result of the merger 
of the Atlanta Journal and the At- 
lanta Constitution. The firm re- 
tains WCON-TV. 

In final action today, FCC said 
nothing of consequence was with- 
held from the hearing record. It 
said minor radio investments of 
a stockholder in the purchasing 
group had not been reported, but 
| that this was the result of a mis- 


| understanding. 


information and, yes, even cul- 
ture. They may wish to receive the 
easy way, and just what is wrong 
with the easy way?” 

He went on to say that “the var- 
ious new media of communication 
are not a threat to printed mat- 
ter.. they are...complementary 
rather than mutually exclusive. . . 


The habitual book reader also reads 


more magazines, sees more movies, 
looks at more newspapers than 
non-book readers, and will prob- 
ably turn out to be quite a TV 
viewer.” 

“In the long run,” Mr. Heiskell 
said, “media must serve a purpose 
and represent value to the pur- 
chaser.” In magazines, he saw a 
transformation, “the successful 
publications. ..are heavily weight- 
ed with useful information.” 

“In the long run, it is the prod- 
uct—not the price, availability or 
accessibility—-which is decisive. . . 
These media must be bold, and 
they must be imaginative. Unlike 
manufactured commodities, the 
cheapest of these media do not 
tend to be the most successful,” he 
said. 


Mrs. Georgia Arthur Named 
White Sewing Machine A. M. 

Mrs. Georgia Arthur, who joined 
White Sewing Machine Corp., 
Cleveland, early this year as an 
advertising copywriter, has been 
promoted to advertising manager. 

Formerly a promotional and edi- 
torial writer of Shopping News, 
Cleveland, Mrs. Arthur replaces 
Mrs. Helen Baker, who resigned 
recently. 


Richard Evans Elected V.P. 

C. Richard Evans, manager of 
KSL and KSL-TV, Salt Lake City, 
has been elected v. p. of the par- 
ent Radio Service Corp. KSL-TV 
has applied to the Federal Com- 
munications Commission for per- 
mission to move its antenna to a 
9,000-foot mountain peak, thereby 
increasing its coverage to two- 
thirds of Utah. 


Munsell Named Lyon A. E. 

E. W. Munsell, formerly mer- 
chandising manager and assistant 
account executive in the advertis- 
ing department of the Des Moines 
Register and Tribune, has been ap- 
pointed an account executive with 
W. D. Lyon Co., Cedar Rapids, Ia., 


agency. 


Americana to Lancaster 

Americana Enterprises Co., New 
York, licenser for the Howdy 
Doody name in ice cream and fro- 
zen novelties fields, has appointed 
Lancaster Advertising, New York, 
to handle advertising and mer- 
chandising. 


Mahnke Joins ‘Builder’ 

Frank C. Mahnke, formerly a 
representative of Chemical Indus- 
tries and Chemical Week, has 
joined the Chicago sales staff of 
American Builder. 


Thirty-three years of producing 
film messages have given us) 
the know-how to put selling-| 
punch into TV film spots and 
yet keep costs down. 


“Don't you have a box of 
Oboy Oats with number 12 F-80 Shooting Star cutout?” 


By Permumon, Copyrignt 1951, The New Yorker Magazine, In 


Must be psychic ... or something! 


The New Yorker cartoonist, George Price, must 
have extra-sensory perception ... or a relative who 
works for one of our customers ! 

At the time his cartoon ran, we were making 
a series of model planes for a cereal manutacturer. 
Not obsolete types, such as the F-80, but new Air 
Force hotjobs, actually flyable! Each is lithographed 
onacard,diecut for pressing out, scored for folding, 
can be assembled without glue or pins. 

i. the last two vears Einson-Freeman has made 
paper premiums... planes, animated dolls, masks, 


badges, trading cards, toy automobiles — tor both 
| “d , | 1 tor high priced 
loW priced consumer products, and for hugh priced 
major appliances. 

Phese paper toys are planned in series, provide a 
sustained attraction. They have enormous appeal 


and interest for children ... and persuade parents to 


change brands, try new products, or call at store 


tor demonstrations... 


. The \ ! Ave bee noutst indingly 


successful for many national advertisers. 


Wasss paper premiums are ae vised, tormulated 


and tabricated by EF’s Sam Gold 


anecnvinecr with 


imagination that interests juveniles, and a sales sense 


that moves 


goods. 


His paper productions arouse new interest in old 


products, and new intere in new pr pe ! 
draw audiences tor windows, make tratlic t t 
find customers tor salesmet for eve tung trom 
cereals to Chevrolets. Sam Gold, incidentally, ba 
been newsworthy enought LIFE articl 

Mr. Gold is a vice president of Eit Freeman 
...and his talent , and experience ul Hes promotor 
are at vour service... Phone, wire, or write for 
successful instances of premium sales ideas! 


t 


Einson-Freeman Co., Inc. 


Lithographers who make paper make sales! 
Starr S Borden Avenues, 


Long Island City., New York 
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Nunn Elected 
Head of ANA; 
Ethics Stressed 


New York, Sept. 26—Ethics, 
public service advertising, agency- 
client relationships, and the role 
of advertising in a free world were 
highlighted in the closing sessions 


of the Assn. of National Adver- 
ANA Meeting 
tisers here yesterday 


tingent of members and 


afternoon | 
and today, with an overflow con- | 


guests from agencies and media reelected to a one-year term. 


in attendance. 


standards of morality, and said 
the advertising business “must take 


Elected chairman of the ANA’s|@ Tuesday afternoon started off the code of ethics off the wall and 
board was Wesley I. Nunn, ad-| with a discussion of agency-client put it to work.” Pointing out that 


vertising manager, 
Co 
vice-chairman. He succeeds Albert 
Brown, The Best Foods, who be- 
comes a director. Paul B. West, 
president of ANA since 1932, was 
reelected, and J. Ward Maurer, di- 
rector of advertising, Wildroot Co., 
was elected vice-chairman. 

Other directors elected to three- 
year terms are William H. Collins, 
Dravo Corp.; E. G. Gerbic, director 


of merchandising, Johnson & John-| 


}son; David W. Tibbott, New Eng- 
|land Mutual Life Insurance Co.; 
A. S. Dempewolff, Celanese Corp., 
and Paul Willis, Carnation Co, B. 


invited R. Donaldson, Ford Motor Co., was 


You —anyone can do 


VARiGRAPH 


LETTERING 


FAT 
THIN 


SQuat 


All headlines 
were lettered 
with a Verigraph 


Cut lettering and composition costs to the bone. Draw outline letters, | 


shaded letters, solids, or reverses. 


INSTRUMENT 


Letter to exact size to fit the job. 


500 lettering variations from one alphabet templet. 70 standard 


faces. Hundreds of Varigraphs in 


use by lithographers, offices with 


offset equipment, art studios, advertising agencies, drafting rooms. 


Try @ Varigraph yourself — no obligation. 


VARiGRAPH CO., 


Write today, Department 10. 


N Cc MADISON 1, 
. 


WISCONSIN 


America’s finest 


photoengraving plant 
Collins, Miller & 
Hutchings wwe 


207 North Michigan, Chicago 
FRanklin 2-5854 


Standard Oil| relationships, with a presentation the 
(Indiana), who had served as| by Eldridge Peterson and Thomas copy is 


M. Jones of Printers’ Ink of the 
| results of an investigation by that 
publication of what advertisers 
want from agencies. They reported 
| that advertisers expect market- 
| ing assistance, and not merely copy 
and art service, from agencies; 
| that there is considerable concern 
over serious threats to the adver- 
| tising manager's place in the com- 
pany hierarchy; that advertisers 
are becoming increasingly con- 
scious of agency costs, and that 
shopping for extras may become 
more widespread; that agencies 
are of necessity becoming more 
stratified by size and area covered 
and increasingly tending to spe- 
cialize either by size, type of ac- 
count or geography, and that, on 
the whole, agencies are becoming 
“increasingly businesslike in tak- 
ing present clients into their con- 
fidence” with relation to costs, 
profits, etc. 


@ Two witty but nonetheless pen-| 
etrating expositions of the sort of 
thing that causes agency-client 
friction were presented by Earle 
Ludgin, Earle Ludgin & Co., and 
William N. Connolly, advertising 
manager, S. C. Johnson & Son. 
Mr. Ludgin related a host of actual 
incidents to prove that “clients 
are funny people” who always 


| advertising than their agencies, | 
| while Mr. Connolly insisted that 
| there might indeed be some clients 

who know what they wanted and 

why they wanted it, and that 
agencies and clients might get 

along together better if agencies 
{learned to say “yes” to client's 
| requests more frequently. 

Dr. Henry C. Link, v.p., Psy-| 
chological Corp., and Everett R 
Smith, director of marketing, Mac- 
fadden Publications, presented 
dramatized typical interviews with 
housewives and their husbands on 
|the believability of advertising 


e Dr. Link emphasized that the 
| three principal objections voiced 
to advertising are (1) excessive 
exaggeration, (2) excessive repeti- 
tion and (3) excessive aggressive- 
ness. He warned that these criti-| 
cisms cannot be taken lightly as| 
coming only from the upper strata 
of consumer rank and asserted 
| there is evidence that more con- 
| servative advertising approaches 
| build stronger impact and longer, | 
more lasting buying impressions. 

Mr. Smith made the same points, | 
| and emphasized that advertising to | 
wage earners—the great bulk of! 
| the population—must talk to these 
people not only in words they un- 
derstand, but with basic under-! 
standing of what is meaningful to 
| them. 

George C. Reeves, v. p. and crea- 
| tive head of J. Walter Thompson | 
1 Co. in Chicago, and chairman of} 
|a special committee of the Amer- 
| ican Assn. of Advertising Agencies 
| on improvement of advertising 
| content, reviewed the work of 
this committee, and emphasized, 
| with quotations from “the friendly 
| critics of advertising” (the adver- 
| tising trade press), the fact that 
bad advertising hurts good adver- 
tising and provides fuel for critics. 


e His committee, he reported, is 
a central clearing house to which 
agency personnel may bring com- 
plaints about the honesty or good 
taste of advertising prepared by 
other agencies, whereupon the 
complaint is called to the attention 
of the agency which turned out 
the advertising, and its voluntary 
assistance is sought in clearing up 
the situation. Both Four A’s mem- 


bers and non-members are co- 
operating, Mr. Reeves said. 
Louis N. Brockway, executive 


v.p. of Young & Rubicam, under- 
scored the necessity for higher 


“ 
know more about every phase of| | 


for “more competitive” 
frequently the cause of 
advertising which skirts the fringes 
of bad taste, truth or believability,” 
Mr. Brockway said that “the com- 
plete answer” is “for each one of 
us individually to live up to the 
moral standard we learned in our 
homes and churches.” 


ery 


@ Robert Saudek, newly appointed 
director of television and radio of 
the Ford Foundation, reported that 
the foundation's television work- 
shop has been given an initial ap- 
propriation of $1,200,000, with 
which it will attempt to develop 
TV programs of high standards 
which in general further the five 
broad aims of the foundation. 
The films will be available for 
sponsorship, with the fees helping 
to provide the money for the pro- 
duction of additional TV fare. 
Thus, he said, the foundation hopes 
to perform its primary function of 
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furthering the cause of world 
peace, freedom and democracy, 
economic well being, etc., and at 
the same time provide TV viewers 
with more meaningful and better 
material than it might otherwise 
be possible to give them. 


@ At today’s session, Dr. Roy V. 
Peel, director of the Bureau of the 
Census, reviewed recent changes 
in population, age groups and geo- 
graphic location of the population, 
and Marion Harper Jr., president 
of McCann-Erickson, suggested 
that advertising is not suffering 
from over-production, but instead 
may not actually have kept pace 
with the greater need for selling 
more things to an increased popu- 
lation and a greatly increased 
number of families. 

The meeting concluded with an 
unusual presentation of the work 
of the Advertising Council, show- 
ing not only what has been done, 
but what can be done, especially 
in printed media. The presentation 
was put on by Fairfax M. Cone, 
Foote, Cone & Belding, Advertis- 


how to give your 


Letterhead 


Business Personality 


With every correspondence 


contact, your letterhead must sub- 


stitute for the personal impression created by your com- 


pany offices. 


To help you develop adequate letterhead representation 
for your business, Neenah developed an original service 
which has proved its value to thousands of executives. A 
portfolio, THE PSYCHOLOGY OF BUSINESS IMPRESSION, 


combines a set of psychological principles. a basic kit 


of letterhead designs. and a nationwide survey of letter- 


head preferences. 
The portfolio and 
Letterhead Test Kit 
are free to executives. 
Ask your printer or 
paper merchant, or 
write direct on your 
business stationery. 


A Guide to BETTER INDEXING 


Contains useful informa- 
tion about Tab sizes, Card 
sizes, Methods of Index- 
ing, Ruling Instructions, 
and ideas for color control 
systems. Tells how to se- 
lect the correct grade and 
color of Index Bristol for 
your office needs. Send for 
a free copy. 


NEENAH PAPER COMPANY 
NEENAH, WISCONSIN 
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ON THE ROTO ROSTRUM—Among speakers ot the annual three-day meeting of the | 


Roto Group held from Sept. 16 to 18 in 


Baker, Roto Group president and manager of rotogravure advertising for the 
Minneapolis Star-Tribune; Wiliam P. Steven, assistant executive editor of the Star- 
Tribune, and John Sterling, general manager of This Week Magazine. 


Minneapolis were (left to right): Robert 


ing Council chairman; Henry G. 
Little, executive v. p., Campbell- 
Ewald Co.; William R. Baker Jr., 
president, Benton & Bowles, and 
Robert R. Mathews, assistant di- 
rector of advertising, General 
Foods Corp. 


s Mr. Little showed the unusually 
complete campaign which Chevro- 
let dealers have developed in con- 
nection with the Crusade for Free- 
dom campaign, and Mr. Baker 
made an unusual presentation of 
current product advertising, show- 
ing how the same ads could in- 
clude minor revisions to incorpo- 
rate council messages. Mr. Mathews 


announced the preparation of a 
complete plant-city advertising kit 
for the benefit of advertisers. 

The sessions concluded with a 
specially prepared presentation of 
a communist Germany propaganda 
film, with comment and interpre- 
tation by Dick Hottelet, CBS Ra- 
dio correspondent in Bonn who 
flew back to the U.S. to make 
an off-the-record report to ANA 
members on the state of propa- 
ganda activities in East Germany, 
and a presentation by C. D. Jack- 
son, former publisher of Fortune 
and now president of the Commit- 
tee for a Free Europe, on the work 
of that organization. 


Since Old Gold took over spon- 
sorship of “Down You Go,” the 
DuMont network TV show draw- 
ing such heavy mail response (AA, 
Sept. 3), the number of letters re- 
ceived each week has wasted away 
from a high of 55,000 to only about 
50,000. Those whose questions are 
missed still win a set of Encyclo- 
paedia Britannica. 

e * . 

Top level executives of men’s 
magazines may have some reser-| 
vations, but their space salesmen 
are more than casually enthusias- | 
tic about Dell Men’s Group’s new 
pitch for all men’s magazines. Pri- 
vate showings by Dell to space 
representatives on other men’s) 
magazines have followed infor-} 
mal—and very friendly—get-to- 
gethers. 

In brief, Dell contends that ad- 
vertisers can reach the male audi- 
ence more economically through 
specific interest magazines (true 
mystery, sport, adventure, hob- 
bies, how-to-do-it,etc.) than 
through the generals. It has put to- 
gether an impressive presentation 
to support its contention—and it 
has a flock of recorded dealer in- 
terviews to back up the pitch. 

e - . 

Toni has quietly been building 
up stocks of White Rain, its new 
shampoo, and, at the same time, 
has been building up a steadily 
increasing promotional effort. The 
product has been selling like hot- 
cakes and sales far exceed Toni's 
early estimates. Look for a heavy 
play this fall on White Rain, with 
commercials on the Gillette World 
Series airings. Magazines won't be 
used in 51 but may be brought in- 
to the picture early next year. 

7 . * 

If college football gate receipts 
are off this year it seems likely 
that there will be no football 
games at all on television next 
vear. Kenneth “Tug” Wilson, Big 
Ten athletic commissioner and 
secretary-treasurer of the National 
Collegiate Athletic Assn., didn’t 


put it quite as bluntly as this in 
his talk before the Chicago Tele- 


visior. Council this week, but he 
implied that the limited televising 
of games this year is the NCAA's | 
last attempt to live with TV. 

If gate receipts sag like they | 
did last year, the NCAA probably 
will ban all telecasts, despite the 
touchy problems involved. There} 
are still the possibilities of theater | 
TV or pay-as-you-see telecasts, of 
course. | 


Papers Bid $245 | 
for Newsprint But | 


Can't Get Delivery | 


New York, Sept. 27— Represent-| 
atives of several midwestern news- | 
papers told AA this week that they | 
have placed standing orders with| 
dealers for carload shipments of | 
newsprint and that, with few ex-| 
ceptions, these orders cannot be| 


filled in the immediate future. The |turer of Hadacol, is a breach of con- 


newspapers are reportedly willing | 
to pay as high as $245 a ton for} 
spot shipments. | 

One buyer is understood to have | 
placed an order at $23C a ton, de-| 
livered, for 3,000 tons, deliveries to 
start early in 1953. For the most! 
part, the local paper market is! 
stagnant. Little buying activity is| 
reported. Some jobbers say there} 
is a tendency toward softening of 
prices on kraft stock. 

Paperboard production for the 
week ended Sept. 22 was 6.7% be- 
low the comparable week last year, 
the National Paperboard Assn. re- 
ports. New orders were down 
28.9% and unfilled orders 32%. 


e Eastern mills will begin the 
year’s last quarter with 66% more 
wastepaper in their warehouses 
than they had on the first week of 
October last year, according to 
Colley S. Baker, director, eastern 
conservation committee of the 
Wastepaper Consuming Industries. 
The mills, Mr. Baker said, have 


| stock in peacetime history.” 


| Mark Farmer Appoints Lang 


21 TV Program Magazines Banding Together 

Cuicaco, Sept. 28—Twenty-one television program and news maga- 
zines throughout the country are in the process of banding together 
to use the mutually selected name of TV Guide, the largest of the group, 
which has an ABC circulation of 250,000 in the New York area. This 
affiliation will give the aggregation a circulation of more than 1,000,000 
for the national advertising, which will be handled through the New 
York member magazine. Continuing under present, independent own- 
ership, each magazine will solicit local advertising separately as before. 


Jones Suit Will Also Name a Former Client 


New York, Sept. 28—The threatened $1,000,000 “conspiracy” suit 


| against nine former executives of the Duane Jones Co. will also name 


as a defendant a former Jones company client, it was learned today. 
Filing of the suit has been rescheduled for next week. 


Minnesota & Ontario Paper to Campbell-Mithun 

MINNEAPOLIS, Sept. 28—Minnesota & Ontario Paper Co. will shift its 
account from Addison Lewis & Associates to Campbell-Mithun, Min- 
neapolis and Chicago, effective Jan. 1, 1952. 


Tetley Tea Follows Gill to Bothwell 


New York, Sept. 28—Tetley Tea Co., formerly a client of Duane 
Jones Co., has named W. Ear! Bothwell Inc. as its agency. Don Gill, 
who resigned as v.p. of the Jones company, last week joined the Both- 
well agency as v. p. and account supervisor. 


Two-for-One Sale Promotes Tender Leaf Tea 


New York, Sept. 28—Tender Leaf tea has launched a two-for-one 
sale with 800-line single insertions in several hundred newspapers 
across the country. Spot radio is scheduled for 150 stations for several 
weeks. Compton Advertising is the agency. 


Nabisco Names Ad Managers; Other Late News 

e@ National Biscuit Co.. New York, has appointed Craig S. Carragan 
advertising manager of dog food and pretzel products and John H 
Tyner advertising manager for the company’s bread and cake products 
and for hotel and restaurant advertising. Both have been with the 
company since 1949. 


e Frank M. Rossi, acting art director of American Magazine, has been 
promoted to art director. He succeeds Richard S. Chennault, who re- 
signed in June. 


e@ Seventeen will increase its advertising rates by about 6.5% with 
the March, 1952, issue. B&ew pages will then cost $2,875 and four-color 
pages will bring $4,260. 

e Ritchie Advertising, Houston, has been elected to membership in 
the American Assn. of Advertising Agencies. 


@ Lillian Weiss, merchandising and public relations director of Jamian 
Advertising, New York, has been appointed v. p. of the agency. 


85% more mixed wastepaper put 
away than a year ago; 161% more 
newspaper; 45% more old corru- 
gated scrap, and 18% more high 
grade stock. 

“During the first part of Sep- 
tember and generally throughout 
the year,” Mr. Baker said, “east- 
ern mills have purchased more 
wastepaper than they have con- 
sumed, with the result that they 
will begin the fourth quarter with 
the heaviest inventories of paper 


Vitamin Corp. Signs 
Coast-to-Coast TV 
Show Over ABC Net 


HoOLLYwoop, Sept. 26—In what 
is claimed to be a new “first,” 
independent TV Station KTLA 
will send the first of a weekly 
series of “Frosty Frolics” east- 
ward to 10 stations of the ABC 
network via microwave relay, be- 
ginning Oct. 3. 
| “Frosty Frolics,” an hour-long 
nounced that it will spend $10,000,-| show, will be sponsored by Vita- 
000 to increase production of news-| min Corp. of America on WJZ-TV, 
print and sulphite at its Cornor;New York; WCPO, Cincinnati; 
Brook, Nfid., mill. No further de-| WIT'VM, Columbus; WKZO-TV, 
velopments have been reported on! Kalamazoo; WAAM, Baltimore; 
the company’s proposal to build|)WXYZ-TV, Detroit; WXEL, 
a 125,000-ton capacity plant in! Cleveland; WMAL-TV, Washing- 
Tennessee (AA, Sept. 17). | ton; WFIL-TV, Philadelphia, and 

| WENR-TV, Chicago. 
Tele-Visual Sues LeBlanc | The same company has also 

Added to suits recently filed| signed to sponsor “The Lorraine 
against LeBlanc Corp., manufac- 


Bowater Paper Corp. has an- 


tract ense initiated ty Telo-Vienal | ene = been seen Ser the past 
Productions, Des Moines, seeking 
$112,000 damages for alleged fail- 
ure to pay for advertising films 
produced and contracted for. In 
addition to the company, the suit 
also names Dudley J. LeBlanc, and 
Tobey Maltz Memorial Founda- 
tion, recent purchaser of the con- 
cern, as defendants. 


owned stations in New York, De- 
troit, Chicago and San Francisco, 
by Vitapix, beginning Oct. 6. 

Milton Weinberg Advertising 
Co., Los Angeles, and Harry B 
Cohen Advertising Co., New York, 
acted for Vitamin Corp. 


Purr Awards to Be Given 


The second annual Purr Awards 
to advertisers and publications 
for “outstanding artistry and hu- 
manity in use of cats for adver- 
tising and magazine’ covers” will 
be made by the Empire Cat Club 
during its Championship Cat Show 
Nov. 16-17 at the Hotel McAlpin, 
New York. Deadline for entries 
is Oct. 27. 


Mark Farmer Mfg. Co., El Cer- 
rito, Cal., manufacturer and mail 
order distributor of china dolls 
and ceramic specialties, has ap- 
pointed Raymond I. Lang Adver- 
tising, San Francisco, to handle 
its advertising. Ads were formerly 
placed direct. The agency also 
has been retained by Studio Ten, 
San Francisco mail order concern 
specializing in children’s apparel. 


Two Appoint Abbott Kimball 
Golden Gate Fields, Albany, 
Cal., racetrack, and H. & L. Block 
Co., San Francisco, have appointed 
Abbott Kimball Co., San Francis- 
co, to handle their advertising. 


Caterpillar Issues Booklet 

“Motor Grader Operator's Hand- 
book,” a 12-page, four-color car- 
toon book prepared for educational 
purposes, is available from its 
publisher, Caterpillar Tractor Co., 
Peoria 8, Ill. 


|Cugat Show” live on KECA-TV, | 


13 weeks, and on the ABC-TV) 


_ Last Minute News Flashes Army, Air Force 


77 
Defend the Pay 
of Entertainers 
Wasuincton, Sept. 27—Army 


jand Air Force recruiting officers 
stood their ground this week de- 
spite blasts of senators who pro- 
fess to be shocked because big 
name entertainers are paid to plug 
enlistments. 

Recruiters say there has never 
been any secret about the fact that 
Army and Air Force budgeted 
$750,000 for radio. They contend 
that programs featuring big name 
stars are effective in interesting 
volunteers in military careers. 

The new flair-up over military 
recruiting broke after Sen. Joseph 
Cc. O'Mahoney (D., Wyo.) ex- 
pressed surprise that the services 
plan to spend $689,469 to sponsor 
singer Frankie Laine and sports- 
caster Bill Stern. 


es According to the Associated 
Press, Sen. O'Mahoney considered 
the shows of “doubtful value.” He 
said the draft is “the most effec- 
tive recruiting agency.” 

His statement was all the more 
surprising because only two weeks 
ago, as chairman of the Senate's 
appropriations subcommittee on 
defense, he rammed through a 
$3,100,000 fund for recruiting ads 
(AA, Sept. 17) 

During debate, Sen. George 
Aiken (R., Vt.) reported that the 
services had been sponsoring “The 
Shadow” on Mutual. Sen. O’Ma- 
honey obtained a full report from 
the Defense Department, but re- 
fused to consider any modification 
of the recruiting budget. 

Though the $3,100,000 fund has 
already been approved by both 
houses, he was reported this week 
to be determined to find a way 
to block the radio plans. 


@ Several senators, including Sen. 
Homer Ferguson (R., Mich.), 
promised to help. “There is no 
rhyme or reason for this expendi- 
ture,” Sen. Ferguson said. 

Recruiters remained determined 
to go ahead with the Frankie Laine 
show, which is supposed to begin 
a 39-week run on 125 CBS stations 
Oct. 7. The Bill Stern show is to 
be on NBC for 26 weeks, beginning 
Dec. 1. 

The Frankie Laine program is to 
run a half hour and to cost a 
total of $434,000. The Stern broad- 
casts will be 15 minutes and will 
cost a total of $254,000. 

Recruiting ads were thoroughly 
chewed over during Senate ap- 
propriations committee hearings 
on this year’s defense budget 
Though Sen. Carl Hayden (D., 
Ariz.) contended magazines could 
afford to donate space to the ser- 
| vices, the committee, chaired by 
Sen. O'Mahoney, left the fund un- 
touched 


s During floor debate, Sen. Aiken 
said his enjoyment of “The Sha- 
| dow” was spoiled when he dis- 
| covered that the taxpayers were 
footing the bill. An amendment by 
Sen. Paul Douglas (D., Ill.), which 
would have wiped out the recruit- 
ing fund, was thrown out on a 
point of order. 

After Sen. Aiken questioned the 
| sponsorship of “The Shadow,” Sen. 
O'Mahoney secured a statement 
from Clayton Fritchey, director 
of the office of information of the 
Department of Defense, showing 
that the recruiting service spent 
$150,000 for “The Shadow” for a 
13-week period beginning Jan. 7. 

Several senators contended that 
recruiting ads should be dropped 
while the draft is in use, but Sen. 
O'Mahoney was studiously evasive, 
and gave no encouragement to 
would-be economizers. 
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Importance of Cost Analysis 
Stressed at 48th SNPA Convention 


(Continued from Page 1) 
newspaper executives, at least in 
the South, will give their rate 
structures and production costs a 
thorough review, and that one of 
the results may be a substantial 
increase in the minimum cost of 
advertising space to large volume 
local advertisers. 

A highlight of the meeting from 
this standpoint was the talk of 
Martin M. Reed, president of Mer- 


T. Coleman Andrews, president 
of the American Institute of Ac- 
countants, talked along much the 
same line, pointing out to man- 
agement the need of accurate and 
analytical figures on their opera- 
tions. It is most important, he said, 
to classify costs by function, and 
to develop unit costs for each de- 
partment of the operation. 
of the in- 


@ Because problems 


genthaler Linotype Co., who dis- yolved in replacement of capital 
cussed the relationship between | equipment, covered only in part by 
newspapers and the equipment’ depreciation reserves, J. C. Terry, 
industry. of Wolfe & Co., Chicago account- | 

ant, urged that newspapers set 
e He admitted that the graphic| up contingent funds sufficient to 
arts equipment manufacturers enable them not only to replace 
were slow to apply modern re-| worn out equipment, but to pro- 
search and engineering skills to vide for more efficient mechanical 


the improvement of their products, 
but said that many new ideas are 
now in the development stage. He 
pointed out, though, that nothing 
in this field will be so revolu- 
tionary as by itself to solve all of 
the production problems of news- 
papers. Teletypesetting, for in- 
stance, requires careful and intel- 
ligent operation and supervision to 
make its economies possible 

On the side of the newspapers, 
he declared that, though their} 
business is primarily a manufac- 
turing operation, 
executives are production-minded. | 
Thus analysis, management | 
engineering, machine maintenance 
and planning for improvements in| 
production methods have been giv- | 
en little attention 

He deplored the lack of train- 
ing at all levels of production, and 
the small number of technical 
schools turning out graduates who 
can be added to the production 
forces of newspaper publishers. He 
urged that newspapers and equip- 
ment manufacturers work together 
more closely to solve some of their 


cost 


pressing mutual problems |subscriptions from pu biichers.| 
— | George C. Biggers, publisher of| 
| the Atlanta Journal and Constitu- 
COLOR PRINTS jer is chairman of the newsprint 
to 5000 mills committee. 
} 


From your po BY. or transparencies 
* Rabbit Color Prints 
* Rainbow Prints, REDEX 
* Peacock Color Prints 
Thomas 8. Noble Associates 
270 Park Avenue, New York 17 
Telephone MU 8-0091 


| 


facilities for handling all of their | 
operations 

Newsprint remains a critical] 
problem, but it seemed less urgent | 
than at previous meetings, as cur- | 
rent supply was reported to be 
more nearly in balance with de- 
mand, and a larger reserve is be- 
ing built up. T. A. Corcoran, Cour- 
ier-Journal and Louisville Times, 
reported for this committee, 
urged the establishment of a per- 
manent committee of newsprint 
producers and consumers to study | 


supply of paper. 


news on this subject from the Bo- 
water Paper Co., which is plan- 


| ning a $10,000,000 newsprint mill 


Tenn., with an an- 
of 130,000 tons of 


at Charleston, 
nual capacity 


| newsprint and 50,000 tons of kraft 


| sulphite. It will start construction 
as soon as the necessary govern- 
| ment clearances insuring steel and 
| other materials for the mill 

| obtained. This be 
nanced without stock 


mill will fi- 


soliciting 


In stressing the continued ser- 
of the newsprint situa- 
Biggers pointed out that 
its manufacture 


iousness 
} tion, Mr. 
| opportunities for 


4 in the South are becoming limited, 


| 
per 


few newspaper | the problems of an adequate world 


le The convention heard good} 


ELECTION HANDSHAKES~— New officers of 


(left to right) Walter C. Johnson, secretary-manager 


and Observer, 


president, and Myron G. Chambers, Knoxville News-Sentinel, 


Southern Newspaper Publishers Assn. are 
Frank Daniels, Raleigh News 
treas- 


vrer. Messrs. Johnson and Chambers held the posts last year. 


TEXAS TALK—Several Texas members of Southern Newspaper Publishers Assn. at 


tending the Hot Springs convention Sept. 24-26 took time out to exchange 
Texas Daily Press League, Dallas; 
Gazette and News, 
Express ond News, 


yarn.” Left to right ave Sam Papert Jr., 
(Pat) Mayse, News, Paris; C. F. Palmer, 
and G. Huntress Jr., 


since most desirable sites have al- 


ready been taken by manufac- 
turers of kraft and other paper 
| products. Southern newspapers, 


he added, are increasing their con- 


| sumption of newsprint faster than 


are) 


| availability of water 


other areas, and for that reason 
should be concerned about in- 
creasing the supply. He urged 


SNPA cooperation with the Bo- 
water project, particularly as oth- 
er southern newsprint mills have 
declined to increase their capacity. 


a A strong resolution urging 
Washington to issue a certificate 
of necessity for the Bowater pro- 
ject was adopted at the final ses- 
sion today. 

E. K. Gaylord, publisher of the 
Daily Oklahoman and_ Times, 
Oklahoma City, reported the re- 
sults of a trip to Alaska a few 
months ago, during which he in- 
vestigated the feasability of man- 
ufacturing newsprint in that area. 
He believes that because of the 
high cost of labor, one regarding 


of timber and questions regarding 
at all seasons | 
in Alaska, newsprint can be man-| 
ufactured much more successfully 


| in Canada and the U. S. 


| veloped 
| de-inked 


A preliminary report was made | 
on a newsprint project being de-| 
at Temple, Tex., where 
newspaper stock is re- 


| ported to be producing a satisfac- 


| ers are now using 64” 


Get your FREE copy of 
detailed replies from 1556 
daily newspapers in the U. S. 


*Run-of-paper 


neneesesseonconseune 
NEW YORK « Reilly Electrotype Div 
DETROIT + Michigan Electrotype & Stereotype Div 

LOS ANGELES « Rerlly Plastictype Div 

SAN FRANCISCO + American Electrotype Ow 
INDIANAPOLIS + Advonce independent Electrotype Div 
ELKHART - Advance Independent Electrotype Div 

NEW HAVEN + New Hoven Electrotype Div 


Lake Shore 


FLECTROTYPE co. 
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tory quality of newsprint 


@ Discussions of newsprint con-| 
servation methods in group meet- 
ings revealed that many publish- 
and 65” rolls 
of newsprint, with consequent sub- | 
stantial reductions in 
tion. Originally made in 72” rolls, 
newsprint mills have been cutting 
the size gradually to meet the de- 
mand from newspapers. Most me- 
chanical problems related to the 
use of these narrow rolls were re- 
ported to have been solved. 
Edward W. Barrett, Assistant 
Secretary of State for Public Af- 
fairs, reported on the progress of 
the Voice of America program and 
other information § services de- 
signed to tell our story abroad. He 
said that the program has been 
successful, and that five new 
superpower radio transmitters are 
being built, two in this country 
and three abroad. To jam these| 


consump- 


“Texas 
A. G 
Texarkana, Tex.-Ark., 
San Antonio. 


stations, he said, the Soviet would 
have to spend a prohibitive amount 
of money, with highly trained per- 
sonnel 

s Walter C. 


Johnson, veteran sec- 


retary-manager of the association, | 
said that big plans are being made | 
for the celebration of the 50th an-| 


niversary of the association in 
1953. It is probable that the gold- 
en jubilee convention will be held 
in Atlanta, where the association 


was formed in 1903. The 1952 con-| 
vention will be held at White Sul-| 


phur Springs, W. Va 

A kinescope of the 
house telecast of the CBS Studio 
One production of “The Trial of 
Peper Zenger” was shown to an 
enthusiastic audience Monday 
night. The program included the 
Westinghouse commercials, as well 


| promoted by 


| and Observer, 


Westing- | 
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as the highly successful dramati- 
zation of the fight for freedom of 
the press waged successfully by a 
little German printer in New York 
City over 200 years ago. The pro- 
log to the show was given by Ed- 
win Friendly, New York World- 
Telegram & Sun, who at the time 
of its presentation was president 
of the American Newspaper Pub- 
lishers Assn. 


@ Addressing a luncheon session, 
C. Hamilton Moses, president of 
Arkansas Power & Light Co., told 
of the great progress being made 
in all parts of the South. He de- 
scribed the community clinics 
the Arkansas Eco- 
nomic Council, of Little Rock, 
which he said are stimulating not 
only industrial development but 
all other aspects of community 
progress. He added a warning 
against government regimenta- 
tion and continued controls. 
Frank Daniels, Raleigh News 
Raleigh, N. C., was 
elected president of the associa- 
tion, succeeding K. A. Engel, 
Arkansas Democrat, Little Rock, 
who becomes chairman of the 
board. Walter C. Johnson was re- 
elected secretary-manager, and M 
|G. Chambers, Knoxville News- 
| Sentinel, was re-elected treasurer 
New board members’ chosen 
were Harry Bradley, Birminghan 
News and Post-Herald; Peyton 
Anderson, Macon Telegraph and 
News; Richard Jones Jr., Tulsa 
World and Tribune; Shields John- 


{son, Roanoke World-News and 
| Times; and Frank Mayborn, Tele- 
gram, Temple, Tex 


John F. Spaulding Promoted 
to S.M. of Black & Decker 


John F. Spaulding, since 1931 
manager of the Buffalo office of 
Black & Decker Mfg. Co., Towson, 
Md., manufac- 
turer of portable 
electric tools, has 
been promoted 
to sales manager 
of the company. 


A B&D em- 

ploye since 1926, 
when he was a 

sales engineer in 

St Louis, Mr. 

Spaulding will 

supervise sales 


of Black & Decker 
and Home Util- 
ity tools in the U. S. and Canada. 
He succeeds Glen H. Treslar, re- 
cently premoted to v. p. in charge 
of sales. 


John Spaulding 


GET YOUR COPY or suis carest 


CONSUMER STUDY OF BRAND PREFERENCES 
The sixth annual study of buying habits, place of purchase, 


day of purchase, and brand 


preferences in the following 


products; appliances, baking products, beverages, cleansers, 
meat products, other grocery products, and toiletries. The 


findings included in this 
extensive survey are based 
on more than 9300 inter- 
views with housewives .. . 
send for your copy today 
and see how your products 
compare with competitors 
in 35 important Illinois 
cities. 


126,876 


a. 8. ¢. 
city ZONE 


rassne some 403,500 


ROCKFORD MORNING STAR 
Rockford Register-Republic 


REPRESENTED NATIONALLY BY BURKE, KUIPERS & MAHONEY, INC 
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‘N. Y. Times’ Renews National Nielsen-Ratings of Top Radio Shows 


Week of Aug. 19-25, 1951 
All figures copyright by A. C. Nielsen Co. 


Attack on Outdoor 


New York, Sept. 25—Returning 


Set Sail 


Hom URRENT 
to its attack on the outdoor ad- + a PROGRAMS 000) eRATING FOR. 
ns me, Oe ae SS EVENING, Ouch are (AVERAGE FOR ALL PROGRAMS) 1,592) (3.8) BIGGER Sales 
, Times today urged Gov. Dewey to Godfrey's Scouts (CBS, Lever-Lipton) ............. 2.891 6.9 
IN THE Ongot take steps to insure that the pro- } =, ae cn ducrepbentedstehvetessas 2,849 68 In THE 
jected 535-mile Thruway between 3 F.B. 1. (CBS, General Mills, Wildroot) 2.598 6.2 
- ii Sent 4 Mr. and Mrs. North (CBS, Colgate) 2.556 6.1 
OU MEAEOAD WR New York City and Buttalo “will § — GhmvSaty stow (cb rat ze = 81 = / SOUTH FLORI ‘ORIDA 
not become just one more bill- 6 Big Town (NBC, Lever Bros.) 2,556 6.1 
ss 7 - +h “wi 7 Or. Christian (CBS, Chesebrough) 2.347 5.6 
MARKET board alley, a hazard to motorists gg — Mr, District Attorney (NBC, Bristol Myers 2.305 5.5 MARKET 
and a blot on the landscape.” R 4 Screen rears | oa et (NBC, Tandem Particin.) 2.263 + 
“If he [Gov. Dewey] would | 0 Big Story ( a BEF edscenecesivvesesvcnncese 2.263 5. 
throw his weight behind Sen. opaee, —_ ee | AVERAGE FOR A ALL penrammanee: (see a» 
2 %e i iti ri ( enera > os . ° . 
Desmond's measure prohibiting > Occ Mant Fomily (NOC, Wiles take) 2.22. 14a a4 
erection of outdoor advertising 3 News of the World (NBC, Miles Labs.) 1,760 42 
signs within S07 of the right <f WEEKDAY (AVERAGE FOR ALL PROGRAMS 1,676 40 
GHANNEL4 way, the legislature would prob-| "; Ma Perkins (CBS, P&G) “ne 7s CHANNEL 4 
MIAMI ably comply,” said the Times. “An| 2 Our Gal, Sunday (CBS. Whitehall) 3.101 74 MIAMI 
. stirs : jomance of Helen Trent ( Whitehall) 3,059 7 
administration pledge to support; 4 Big Sister (CBS, P&G) Mauls aheckontelecteceamae 3,017 72| 
some such restriction is called for| 5 Wendy Warren (ces. pererat Foods) 2766 66 | 
> » _ ,” 6 uiding Light ( ) 2.598 6.2) 
COVERS THIS RICH, before Election Day. 7 Perry Mason CBs Lm 2.586 63 Covers THIS RICH,- 
wu any ever ros.) . 
: ” - 4 Rosemary (CBS, P&G) vo 2,430 5.8 OWING 
FAST GROWING MARKET a in an editorial on Aug. 7, the 10 alee ‘oan (CBS, Liggett & Myers) 2'305 35 FAST GR /] MARKET 
. ‘ Times declared that motorists “do| . 
Like uM not want to be a captive audience | DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (754) 18) 
for the billboard advertisers” and ee & “~ 92 
3 Martin Kane, Private Eye (NBC. U. S. Tobacco) 1,509 3.6 
REACHING NEARLY went on to charge that “powerful Sunday Morning Gatherin’ (CBS, General Feeds) : 1,509 3.6 . REACHING NEARLY 
750,000 PERMANENT lobbyist influence” was being! 9.) saruRDAY (AVERAGE FOR ALL PROGRAMS) (718) (4.1) 750,000 PERMANENT 
4 wielded by outdoor advertisers to} “ Grand Central Station (CBS, Pillsbury Mills) 2.766 6.6 ESIDENTS 
RESIDENTS defeat legislation forbidding the} 2 Stars Over Hollywood (CBS, Armour) 2724 65| R 
erection of outdoor posters within ae oe 2.514 60) Y 2,000,000 
NEARLY 2,000,000 500° of the Thruway. ale 
TOURISTS wery ; Today's editorial asserted that| " TOU Wen ypor 
Ti cckntery cnenpunniis enemy Network Gross Time Charges 
outdoor posters “are useless.” The " 
only really effective control, said Source: Publishers Information Bureau 


the Times, “is through zoning at RAD eae 
the local or county level or through 10 
é legislative action by the state.” —_ oat ag a 
86 300 : The Times cited Gov. Driscoll of American Broadcasting Co, $2210.52 $ 2.258.284 © $ 21,870,502 $ 23,999,013 8&6 300 
oe ee aout s : columbia Broadcasting System .528 4.644 066 ‘ J 45,218,878 
4 : New Jersey as saying that his] yitual Broadcasting System 1,329,375 1,090,222 11,537,124 10,641,066 ‘ 
state will bar outdoor posters from | National Broadcasting Co. 808,906 4,566,293 37,537,629 41,931,767 T V SETS | N 
TV ETS IN new parkways and freeways “in| Total $11,804,161  $12,558.825  §119,051,340 ‘$121.790,724 
rural and scenic areas,” and that 
ee EERO cry would be planted in TELEVISION GREATER MIAMI ALONE 
(N BC awd, Dealer Surveus) front of posters put up adjacent heseat August don ee Jan. -Aug (NBC oma Dealer Surveys) 
f : Co to the roads. anwine Socnteasting a $ ee $s 2 r= 44 $ 11,174,614 $ 2,402,902 COMPLETE COVERAGE } 
olumbia casting System ; 4 24,238,538 5,339.82 ; | 
OMPLETE VERAGE ; _ | DuMont Tele. Network 736,071 . 4.468.996 a. ' ' 
“INCLUDES @ “This is a laudable declaration,” | National Broadcasting Co. 3,359,856 1,242,276 33,577,340 9,684,755 INCLUDES 
a : “ Total $ 9.302.071 $1862.221 $73,459,488 17,427,483 
said the Times, “but experience oFigares for 1980 net available. s : 


So.PALM BEACH Gunty 
Ft. LAUDERDALE | 
HOLLYWOOD 

ALL GREATER MIAMI 


So. PALM BEACH (ounty 
FT. LAUDERDALE 
HOLLYWOOD 

ALL GREATER MIAMI 


elsewhere—in California, for ex- 
| ample—has been that the screen- 
ing shrubs and trees are sometimes 
mysteriously chopped down. Fur- 
thermore, unless the phrase ‘rural 


Baloyan Mills to Neale 
Baloyan Mills of California, Van 

Nuys rag rug maker, has appointed 

has appointed Tandy Advertising| Neale Advertising Associates, Los 


Polson & Co. to Tandy 
N.C. Polson & Co., Montreal ma- | 
ker of drug and chemical products, | 


and scenic areas’ is broadly in- 

MIAMI niet Beer rn ~ | Agency, Toronto, to handle its ad-| Angeles, to handle trade and mag- CHANNEL 4 
terpreted, the prohibition won't) vertising. English and French| azine advertising. Publications to 
mean much anyway. New Jersey] qailies and farm publications will| be used include Good Housekeep- MIAMI 
already has a billboard licensing} be used. ing, House Beautiful and Retailing 


bureau, although anyone who} 


Daily. 
drives through ‘the Garden State’ Langeler Agency Formed 
would hardly guess it. Florence B. Langeler, Gerald E.| Goldthwaite-Smith Moves 
“However, Gov. Driscoll’s state-| Langeler and Thew Wright Jr.| Goldthwaite-Smith Advertising, 
ment is a step in the right direction | | have formed Langeler Advertising | San Francisco, has moved to larg- 
| and we hope for the best.” ‘Agency, New Haven. | er offices at 26 O'Farrell St. 
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Favored by retailers because it meets 
today’s changed retail conditions— 


To MEET today’s changes in re- 
tailing modern advertising must 
work to build, not just a dealer 
franchise, but a consumer fran- 
chise—enjoyment of an impor- 
tant share of the day-in and 
day-out repeat buying by con- 
sumers, relatively undisturbed 
by competition. 

Retailers cannot be asked to 
push a line because a smattering 
of advertising is placed behind 
it. What they want to stock and 
push is what their customers 
want to buy. 

Selling the retailer more than 
ever calls for selling his custom- 
ers outside the store —in the 


home. From its study of adver- 
tising and selling in Chicago the 
Chicago Tribune has developed 
a sound procedure that can pro- 
duce greater sales and a stronger 
market position for your brand. 
Through it you can cash in on 
the increasing trend to fewer 
brands per line per store and the 
greater reliance by retailers on 
self-service. It is based on the 
retailer’s own need for higher 
volume and faster turnover in 
order to meet his rising costs. 
Highly productive in Chicago, 
the plan can be used in any mar- 
ket. It results in larger orders 
and savings in deliveries. It gives 


The Cricaco TRIBUNE 
CoNSUMER-FRANCHISE PLAN! 


you the benefit of the retailers’ 
own promotion without resort 
to deals, premiums, cut prices or 
special discounts. It is a method 
that will interest executives who 
bear the responsibility of getting 
immediate sales and those con- 
cerned with long range planning 
to assure continued company 
success. 

If you want high annual vol- 
ume and a solid base for future 
expansion, you will want to get 
the details of this consumer- 

“franchise plan. A Tribune repre- 
sentative will be glad to tell you 
how you can apply it in your 
business. Ask him to call. 
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The World’s Greatest Newspaper 


CHICAGO TRIBUNE REPRESENTATIVES: 


New York City Detroit San Francisco 


E. P. Struhsacker W. E. Bates 


A. W. Dreier 
1333 Tribune Tower 220 E. 42nd St. Penobscot Bldg. 155 Montgomery St. 
MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC, 


Angeles 


Los 
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